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Rough Proofs 


Speaking for women generally, 
Mrs. Roosevelt told the newspaper 
publishers that women’s pages 
aren't so hot. She believes the 
president’s lady and Judy O’Grady 
are sisters under the skin. 


- ee & 


Maybe all Mrs. Roosevelt meant 
was that women, like other news- 
paper readers, can be counted on 
to get only as far as the comics. 


a 


If the Cubs keep on winning and 
Wrigley sales keep on climbing, 
they'll be putting chimes in the 
Wrigley tower. 

> 


Old Gold avoids testimonial trou- 
ble by addressing the cudorsement 
to the customer. Even an amateur 
tennis player can get by with that. 


> | 
The newspaper publishers urge 
congress to have a lot of three-cent 
pieces minted, but they want it dis- 
tinctly understood that this is not 
a move toward currency inflation. 


, 2 7 
Community — Plate’s ..Joan . raved 
about “long, cool drinks,” but for- 
got to give credit to Canada Dry. 


7, | 


General Motors flatters the com- 
mon people in its institutional copy, 
but will have trouble finding any 


car buyer who will admit that he’s 
common. 
Vv v v 


“What! You and I are through?” 
he asks his girl sadly. No wonder 
he was surprised, because he knew 
he didn’t have b. o. or halitosis. 


~~ 2. we 
Advertised milk in New York 
State costs a cent a quart more 
the unadvertised. Hereafter 
the ads may read “Supplied at the 


regular rate by your nearest milk- 
legger.” 


than 


veg 

The heavy industries are to be 
aided financially by dear old Uncle 
Sam. This program ought to do a 
lot for the grand piano business. 


| a 
“Smiles will be worn this summer 
in New England.” 
Is that all? 


>, w= 
The florists show a picture of a 
lady in the act of making a mistake, 
but the illustration isn’t nearly as 
*Xciting as you might expect. 


v v v 
“Higher income brackets buy most 
‘lor.’ reports the Post- 
‘'andord. Just as in pre-prohibition 
Ys, the beer income and the cham- 
Pagne appetite have a hard time get- 
together, 


Syracuse 


ting 
* = 2 

‘he safety razor blades were 

good as the razor 

idvertising, wouldn’t it be 


safety 


Cory Cups. 


ADVERTISING OF 
COTTON WEEK 10 
HIT HIGH MARK 


Anticipate Expenditure of 
$4,000,000 


New York, May 3.—Interest shown 
by retailers in coordinated plans to 
advertise and promote the sale of 
articles made of cotton during Na- 
tional Cotton Week, May 14-19, runs 
highest of any year since its inaug- 
uration in 1930, according to officials 
of the sponsoring organization, the 
Cotton-Textile Institute, Inc. 

By requests for newspaper mats 
featuring the poster design, officials 
gauge the amount of retail copy 
which will be run during the week, 
and find it will run considerably 
ahead of last year. Requests for 
mats have been between three and 
four times greater than for 1933 Cot- 
ton Week, when it was estimated 
that about $2,000,000 was spent in 
promoting articles made of cotton. 

By far the larger part of this 
amount was spent in newspaper ad- 
vertising, the remainder in window 
display and other point of sale ad- 
vertising and promotion, including 
carnivals in some cities. ‘The $2,- 
000,000 estimate covered both whole- 
sale and retail expenditures. 

Based on these figures, the indi- 
cations are that National Cotton 
Week advertising in newspapers 
this year may run around $4,000,000 
and possibly more. 


Expect Largest Celebration 


According to the Cotton-Textile 
Institute, 30,000 retail stores are 
ready for the most intensive selling 
of cotton goods the industry has 
known. The support comes from 
all parts of the country, including 
those not dependent upon cotton for 
a livelihood, and from all strata of 
population. Large _ metropolitan 
stores, Fifth Avenue shops and 
country crossroads general stores 
plan store-wide promotions. 

Several specific reasons _ for 
stronger support of National Cotton 
Week this year are cited by the In- 
stitute. First is effective coopera- 
tion of wholesale dry goods houses 
throughout the country in enlisting 
active participation for the first 
time of hundreds of smaller inde- 
pendent stores. 

Then, too, stimulation of the na- 
tion’s interest in cotton has been 
experienced as a result of the indus- 
try’s front page news developments 
in connection with recovery plans 
of the federal government. 

Other factors are the new impor- 
tance of cotton suits and slacks in 
men’s clothing stores, dominance of 
cotton for summer apparel of 
women, enlarged interest in cottons 
for home decoration and revival on 
a broad scale of home sewing. 


Trade Papers Help 


Practically all of the textile trade 
papers have published large supple- 
ments containing advertising and edi- 
torial material on the industry’s pro- 


motion. Some of the large mills, 
| Pepperell Mfg. Company, for ex- 
|ample, plan advertisements in na- 


tional magazines. Pepperell will use 
a bleed page in the May 12 issue of 
the Saturday Evening Post and will 
also run institutional copy in all Bos- 
ton newspapers and in selected pa- 
| pers in Maine and in the south. 

| (Continued on Page 30) 


AIDS COTTON WEEK 


Next week ven fivorte stan 


OFFERS BIG VALUES 


Lux ‘‘Cosmetic Skin’’ 
Copy Stirs Tempest; 
Ban on It Is Sought 


IN COTTON GOODS 


ro your whole family 


New York, May 3.—The effort of | 
a large group of representative cos- | 
paper and magazine publishers 
refuse publication of advertisements | 
of Lux soap which warn that cos- | 
metics injure the skin unless pro- | 
tective measures are regularly em. | 
ployed has seemingly met with little | 
or no success. 

The first advertisement on this 
theme, placed for Lever Brothers 
Company by J. Walter Thompson 
Company, appeared in some _ 500 
newspapers on the list during the 
week of April 15. The second ap- 
peared the following week. One of 
these advertisements was reproduced 
in the April 28 issue of ADVERTISING 
AGE. 

Both advertisements revealed the 
intention to devote a major cam- 
paign to the task of saving American 
femininity from the peril of ‘“cos- 
metic skin,” a condition of dreadful 
unloveliness said to be almost un- 
escapable unless Lux toilet soap is 
used regularly. 


200 Papers Get Protest 


Spurred to action by the charge 
that cosmetics are injurious, the fair 
trade practice committee of the As- 
sociated Manufacturers of Toilet Ar- 
ticles and the Perfume and Cosmetic 
Institute convened April 27 and dic- 
tated a night letter to 200 leading 
newspapers and magazines. The 
newspapers addressed were picked 
from a list of those in which the of- 
fending copy had appeared; the 
magazines to which the telegram 
was sent comprised a group of the 
largest publications in the womén’s 
field regularly carrying Lux toilet 


Bleed page featuring National 
Cotton Week which Pepperell will 


run in the "Saturday Evening 


Post.” 


NO SOFT PEDAL 
USED IN BLACK 
FLAG CAMPAIGN 


Insects’ Depredations Told 
Without Softening 


New York, May 3.—Realizing they 
are dealing with a nasty thing, of- 
ficials of the Black Flag Company 
are sparing no unpleasant adjectives 
in pointing out the filth and menace 
of insects in their new advertising 
campaign, in which Frank (Bring 
"Em Back Alive) Buck is featured 
in spectacular tie-up. The agency 
is Fletcher & Ellis, Ine. 

A daring newspaper series in 112 
cities supports other phases of the 


campaign, which uses as mediums | soap advertising. 
for the war-against-insects story “On behalf of more than 50 promi- 
comic section  half-pages, comic|nent manufacturers cosmetics,” the 


strips, store displays, farm and small 
town publications and radio. 
W. G. Griesemer, vice-president 
(Continued on Page 31) 


Last Minute News Flashes 


Introduces Bill to Coin Three-Cent Piece 


Washington, D. C., May 4.—Following adoption of a resolution at the 
annual meeting of American Newspaper Publishers Association last week 
urging the minting of a three-cent piece, as reported in the April 28 issue 
of ADVERTISING AGE, Senator Arthur Vandenberg of Michigan has introduced 


a bill providing for the coinage of such a piece, composed of copper and 
nickel. 


cosmetic manufacturers wired, “rep- 
resented by associations named be- 
low including Arden, Bourjois, Coty, 
Cutex, Dorothy Gray, Houbigant, 


Fletcher & Ellis Open Chicago Branch 


Chicago, May 4.—Fletcher & Ellis, New York agency, have opened a 
Chicago office at 1802 Board of Trade Building. Miss Marion Meanor, for- 
merly space buyer for Hays MacFarland & Co., is in charge. The telephone 
number is Harrison 8612. 


Knox to Start ‘Seine on New Hat 


New York, May 4.—With the invention of a new “perspiration proof” 
band, Knox Hat Company announced today that it is preparing to launch 
a vigorous promotion campaign on the new “Hankachif Felt’ hat, with 
a seasonal advertising expenditure greatly in excess of last year’s. 

J. Stirling Getchell, Inc., is in charge. 


Thomas Joins Glenmore Distilleries ; Names Agent 

Louisville, Ky., May 4.—Jack Thomas, formerly advertising manager 
of Jacob Ruppert, New York, and before that advertising manager of An- 
heuser-Busch, Inc., St. Louis, and Wilson & Co., Chicago, has been named 
advertising manager of Glenmore Distilleries Company. Louisville and 
Owensboro, Ky. 

The distillery’s account has been placed with Reincke-Ellis-Younggreen 
| & Finn, Chicago. Al Salisbury, vice-president, is the account executive 


to|test scare copy 


Hudnut, Jergens, Woodbury, Pond’s, 
Primrose House, Rubinstein, Yardley 


metic manufacturers to induce news-|and many others, we desire to pro- 


now being offered 
behalf Lux toilet soap, which is a 
libel on the entire cosmetic industry 
and will do irreparable harm if used. 

“Consider the name ‘cosmetic skin’ 
an imaginary disease which is the 
invention of copywriter not rein- 
forced by adequate scientific author- 
ity. 

“Copy violates article seven, sec- 
tion five, cosmetic code and due pro- 
test will be made to code authorities. 

“Lux campaign, if run, would more 
than neutralize any advertising by 
reputable cosmetic manufacturers. 

‘Detailed objections follow later. 
Please notify us promptly whether 
you accept or reject proposed copy.” 

Lever Brothers Company was no- 
tified of the action taken by the code 
authority, but no communication was 
addressed to the agency. The para- 
graph in the code of the cosmetic 
industry which the authors of the 
telegram interpret as prohibitive of 
advertising such as the Lux copy 
reads: , ' 


“No member of the industry shall . 


make or cause or permit to be made 
or published any false, untrue, or 
deceptive statements by way of ad- 
vertisement or otherwise concerning 
the grade, quality, quantity, sub- 
stance, character, origin, size or 
preparation of any product of the in- 
dustry having the tendency and ca- 
pacity to mislead or deceive pur- 
chasers or prospective purchasers or 
to affect injuriously the business of 
competitors. The truth of an ad- 
vertisement shall be judged by its 
intended effect as well as by a lib- 
eral rendering thereof.” 

Though all publications had not re- 
plied by today, the many which had 
answered the telegram and _ letter 
were prone to equivocate. The mag- 
azines pointed out that they had not 
run the offending copy and stopped. 
Some newspapers asked for further 
information and authoritative rul- 
ings. Others said they could not be 
involved in a controversy which 
should be adjusted by other agencies. 


See Need for Regulation 


The advertiser has not yet replied 
to the committee. The agency, 
queried by ADVERTISING AcE, had 
nothing to say. 

Meanwhile, the campaign is being 
continued. The third advertisement 
in the series is running this week in 
the newspaper list. 

The incident, according to a mem- 
ber of the committee of the Asso- 
ciated Manufacturers of Toilet Ar- 
ticles, points to the need of a bureau 
of copy censorship acting in behalf 
of publishers, set up as advocated 
editorially by ApverTISING AGE. De- 
sirous of hastening such a develop- 
ment, the cosmetic manufacturers 
arranged a year ago to provide pub- 
lishers with the services of a reput- 
able analytical chemist free of 
charge whose findings could be used 
to determine the validity of adver- 
tising claims. 

A meeting of the fair trade prac- 
tice committee of the cosmetic manu- 
facturers association will be held 
tomorrow to decide upon the next 
step. Members are desirous of ad- 
justing the controversy through the 
code machinery, if possible. 
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ADVERTISING AGE 


Wage Richfield 
Control Fight 
In Newspapers 


San Francisco, Cal., May 3.—Two 
lively national newspaper campaigns 
are being waged influence senti- 
ment of security holders and others 
in behalf of two oil companies seek- 
ing to influence the future the 
Richfield Oil Company, now 
operated under a receivership. 

The committee for the bondhold- 
ers of the Richfield Oil Company and 
Pan-American Petroleum Company 
are using newspapers to recommend 
to security owners acceptance of an 
offer of purchase made by Standard 
Oil of California. Meanwhile, Cities 
Service Company, largest’ single 
security holder, is using large space 
to urge that identity of Richfield Oil 
Company be retained. 


to 


of 


Present Opposing Views 
Doremus & Co., San Francisco, 
taking large space in financial sec- 
tions of newspapers for the _ reor- 
ganization committee, asking for the 


are 


deposit of securities by investors 
willing to accept its recommenda- 
tions. This copy is formal in terms, 


being | 


being supervised the federal 
court. 

Much more latitude is allowed the 
Cities Service Company, which is 
availing itself of this advantage with 
vigorous straight- from-the- shoulder 
arguments. Elwood J. Robinson, 
Los Angeles agency, presenting 
the Cities Service story. 


Lincoln Life to 


Use Four-Color | 
Magazine Copy 


by 


is 


Ft. Wayne, Ind., May 3.—What 
is believed to be the first four-color 
life insurance advertisement ever to | 
be used in a magazine will be in- 
serted in the May 14 issue of Time 
by the Lincoln National Life Insur- 
ance Company. 

The full-page advertisement with 
a Mother’s Day theme will feature 
a drawing of Abraham Lincoln as a | 
youth at his mother’s knee, made by 
M. Leone Bracker, noted poster art- 
ist, according to Fred Fisher, adver- 
tising manager of the company. | 
Edges of the four-color picture, filling 
two-thirds of the page, will bleed, and | 


the copy will emphasize monthly in- 
come insurance policies. 
The advertisement is particularly | 


x 
oa 


| A-W 


timely as it will appear two days be 
fore Mothers’ Day and will tie in 
with similar outdoor advertising in 
metropolitan centers and a national 
sales campaign of insurance protec- 
tion for mothers. It is one of a series 
being run in Time, the first of which 
appeared on Feb. 12, the 125th anni- 
versary of Lincoln’s birth. The ad- 
vertisements are being placed by Car- 
roll Dean Murphy, Inc., Chicago. 


Arthur Woodward Dies 
in Fall from Window 


Arthur Woodward, 58, president of 
Advertising, Inc., New York, 
and an advertising man in New York 
for 21 years, was instantly killed 
April 30 in a fall from a window of 
| his apartment on the 12th floor of the 
| Hotel Beverly. 

He had suffered a stroke the day 
| before and the accident occurred 
| when he was left unattended. 

Mrs. Alma Woodward, wife of Mr. 
Woodward, and his son, Bliss Wood- 
ward, are principals in the agency 
established by Mr. Woodward. 


Peck Changes Address 


Peck Advertising Agency, Inc., 
|New York, has moved to new and 
larger quarters at 444 Madison Ave. 
| T he telephone has been changed to 
Plaza 3-0900. 


PARTS AND MATERIALS MARKET 


BYYS IN Carload Lots 


T is the engineering 

executives of this 
company who have 
the biggest say-so in 
specifying the makes | 
which are being 
bought. The 8000 
paid subscribers to 
Product Engineering 
are the engineering 


Here’s a sample of what a leading 
washing - machine manufacturer 


purchases every month... . 


20 carloads 
fo a ee a ae 


Aluminum (ingot and scrap) 


me «es Oe eS 
20 miles 
50 carloads 


Wringer rolls . . . . . 12 carloads 


Dram hese . . . « « «© « Y2 males 
Exhaust hose . . . . . . « 8 miles 
Bolts ye wo ee « ws & Bee 
Paint . 12,000 gallons 
Casters . « «. « « « « J carloads 
Pulleys . . « s «© «© «» « Jearload 
Pig iron and scrap iron 50 carloads 
Cold-rolled steel . . . . 2 carloads 
Steel tubing . « « ss. Ss 6 RS melee 


Aluminum tubing 2/3 carload 


330 West 42nd Street, New York 


(Member A.B.C. and A.B.P.) 


executives of com- 
panies which are 
manufacturing all 
types of machinery, 
household appliances, 
“engineered” metal 
products, etc. This is 
the key paper for ad- 
vertising parts, mate- 
rials, and finishes. 


PRODUCT ENGINEERING 


the) Chrtals aber ig lo 47 oF 


This cleaner's too old 
to pick up any threads 


Bo, whots thot old 
thing thet goes by us 
every day? 


h-sh, jock! The lady 


who owns it still think 


1s @ vacuum cleane 


BORDEN’S SEEKS 
TO STOP PRICE 
FIXING ON MILK 


Injunction Against ‘‘Discrim- 
inatory’’ Act Sought 


New York, May 3.—The resistance 
of milk producing and distributing 
interests to attempts of the state 
milk control board to dictate retail- 
ing methods and to discriminate 
against advertised milk in fixing 
prices stiffened this week as Bor- 
den’s Farm Products Company at- 
tacked the penalizing of advertised 
milk through injunction proceedings 
and retailers announced their inten- 
tion to resort to court action on 
other issues. 

The ruling that advertised milk 
sold through stores must be priced 
one cent a quart higher than milk 
classified by the board as unadver- 
tised was promulgated April 1, 1933, 
in conjunction with other regulations 
put forward as temporary emergency 
measures necessary to save the dairy 
industry from wholesale bankruptcy 

Desirous, apparently, of seeing the 
entire set of regulations tested and 
believing that the legislators would 
soon amend the law to remove fea- 
tures of questionable constitution- 
ality, producers of advertised brands 
of milk accepted the discriminatory 
law until February of this year, when 
Hegeman Farms Corporation filed 
suit to test the right of the board to 
dictate wholesale prices. The milk 
firm was given an adverse decision 
and the suit will be reviewed in the 
fall by the supreme court. 

Retail grocers accused of violating 
the regulations are summoned to the 
local office of the board, they say, 
and there summarily tried without 
counsel. The retailers particularly 
object to the increase of one cent a 
quart ordered by the board and to a 
license fee of $25 required for de- 
livering milk. Mayor LaGuardia has 
entered the fray as their ally, offer- 
ing them the services of the city’s 
legal staff and acting as_ their 
spokesman in appeals to the public. 

A hearing on the temporary injunc- 
tion obtained by the Borden’s Farm 
Products Company will be held in 
federal court tomorrow. 

In the application for the injunc- 
tion it was stated that in 1933 the 
Borden's Farm Products Company 
spent $230,000 in newspaper adver- 
tising in the metropolitan area. The 
average daily sales in that period 
exceeded 600,000 quarts, of which 
200,000 quarts were sold to stores. 
There are more than 40,000 stores 
in the city selling bottled milk and 


over 150 dealers selling bottled milk | 
to stores. 
H. A. Cronk, Borden's president, 


said the proceeding was brought be- 
cause his company wanted the right 


competitors sell theirs. 
“If the restraining order 
permanent, it our 


is made 
intention 


is 


to sell its milk at as low a price as 


to | 


One of the unusual illustrations being used in current magazine adver- 
tising by Premier Vacuum Cleaner Company, in which a strong argu- 
ment for ie saan of old and inefficient cleaners is made. 


lower the price of milk to the con- 
buying 


| sumer through stores in 
| keeping with competitive condi- 
| tions,” said Mr. Cronk. 


“Under the regulations the unad- 
vertised milk is sold to storekeepers 
and to consumers at one cent less 
than the advertised brands, in which 
category Borden’s is placed. By rea- 
son of this trade disadvantage Bor- 
den’s is suffering losses in business 
exceeding 25,000 quarts a day. The 
provisions of the agriculture and mar- 
kets law which inflict such losses, 
and, at the same time, remove the 
only possible remedy, fair competi- 
tion, are obviously unreasonable. 


Advertising Increases Consumption 


“Our advertising costs have been 
less than one-fifth of a cent a quart, 
while the price differential imposed 
is five times that much. A check- 
up of the unadvertised brands shows 
that in their special localities, many 
of them are spending as much per 
quart for advertising as Borden's is, 
if not more. 

“A large part of our advertising is 
educational, bringing out the health 
consideration in the increased con- 
sumption of milk. From this educa- 
tional advertising the unadvertised 
distributor profits as well as the ad- 
vertised. I can think of no economic 
reason, therefore, why we should be 
penalized by the enforced one-cent 
handicap.” 

If his company is given the right 
to sell its milk for the same price 
competitors charge, Mr. Cronk 
pointed out, Borden’s would be in 
position to continue the merchandis- 
ing methods which increase con- 
sumption and thereby the public, the 
farmer, the distributor and the re- 
tailor all would benefit. 


Explains Insertion 


Orders on Chicken 


Insertion orders issued by J. P. 
Muller & Co. in connection with ad- 
'vertisements in the new campaign of 
|Richardson & Robbins on_ boned 
'chicken state that continuance of the 
advertising positively depends on 
granting of positions requested. 

This does not mean that failure to 
run the copy in preferred position 
automatically orders omission of the 
advertising, D. J. Jeidell, account ex 
ecutive explained in correcting an er- 
roneous impression given in a pre 
vious story. To facilitate giving bet 
ter position, insertion orders allow 
the newspaper choice of the inser 
tion day from Monday to Friday, but 
state Tuesday or Thursday is pre 
ferred over others. 


“‘Maclean’s” Raises 


Rates and Guarantee 


Effective June 1, 1934, a new sched- 
ule of advertising rates for Mac 
lean’s, Toronto, will be put into ef 
fect. The page rate will be it 
creased from $950 to $1,050, and the 
agate line rate from $1.40 to $1.6" 

At the same time, a new eircula- 


| tion guarantee of 200,000 net paid 
A. B. C. will be put into effect. at, 
| Contracts accepted up to May 28 


| 1934, will entitle advertisers to pre* 
ent rates up to and including the is 
‘sue of June 15, 1935, provided the 
first insertion is not later than the 
‘issue of August 15, 1934. 


B. W. Donnell Dies 


Bradley William Donnell, 60. man- 


Mich. 


aging editor of the Menominee, 
died April 29. 


Herald-Leader, 
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ADVERTISING on 
700 NORTH MICHIGAN AVENUE - CHICAGO - SUPERIOR 7656 al YOUR LIPS 
. .. when you wont that 
ultra something that goes 
ed beyond mere smartness 
New York News, 
New York, N.Y. st| (SEE TRIAL OFFER BELOW) 
Gentlemen: n| ee 7 
It micht interest you to know the coupon response ; 
obtained from the Tattoc advertisement that appeared 
in your issue of April 6, 1934, 
f The advertisement, 157 lines in depth and ting 
268.47, brought in 5798 coupons ench accorpanied 
with ten cents for sample of Tattoo, 
7 The most interesting phase of this experiment is 
= the fact that the advertisement was not especita) 1; 
designed to promote coupo P ‘t was merely 
1 one of the rercular Tattoo ici > lumns 
° a are Sioand i with. tt 
, 
Ss 
h 
i- 
Y. 
s 
e 
l'- 
i: Truly enough, there's 
: smartness in rich, lus- 
I- cious color... but there's 
distinction of a smatter, 
a more exciting kind when 
, n eme n lips have tempting color, 
n e but no pastiness to spoil 
it. Pasteless lip color... 
t, that’s Tatroo! 
dd You put it on... let it 
k- ° . tT} se... then wipe it off. 
7S €} Nothing remains but 
e | smooth, even, transparent 
ly | color that’s smarter thari 
pr smart... that stays for hours 
is and hours, regardless... 
- and that actually keeps lips 
caressingly soft and smooth. 
= s 8 @ Select your proper shade by 
th testing all four on your own 
n- skin . . . at the Tattoo 
‘ Cotor Serector prom | 
- inently displayed on lead- { 
ed "1 ing drug and department 
.d- store counters. TATTOOIs $1. 
; es 
ie 
: Yo. 1 hi xcit rgish pink cast. Rather light, 
be 7. this message? A Ppt pyc pee pecag tie Bg age 
| ° ° ° Me! “Corar.” 
” It advertised a lipstick, tel 2. 
me," G ». | No 2 is an exotic, new sh ade, brilliant,yet transparent. 
ht Distinctive, smooth, even, ag Tr) 1 heniin aati caiaama ana 
2 ' . 4 . 
i l'ransparent, caressingly soft. Coupons flooded in. ee ee ee preg ee re oe 
. y : 3 , 1 will be an asset to any brunette. Iris called “Natunat.”? 
in Not at Woolworth prices. With dimes. ° 
so. ° mar ,e# > No. 4 is of the type that changes color when applied te 
is But selling at One Dollar! Exac tly ae 798 coupons. 2,200,000 audience the lips. Gives ar unusually tanspatent riche and 3 
n- a : epth of warm color is truly amazing. 
Exactly 5,798 dimes. 7 "Paste." 
he Uh. huh Y 3979 ; of the SunpAy News! 
re- , was Probably more dimes than SEND COUPON FOR 
Where did it run? John Davison Rockefeller, Sr., Oh! Oh! bude bape 
‘ ° i, generous trial size 
Ever hear of the gave away In a LIFETIME. T sal ; Ni cane umiaat 8 
; 5 HATS a entlemen BAY wil of 
on New York Sunday News Oh! na ‘ Pus , ON regalo solienctbe 
° eq . . ° nless you ve got some with 10c to cover postage 
. with over two million circulation? ae y ” 8 and packing. Tattoo Your 
ad- sag : ' . tuff to sell. ™ i 
of [hat’s where it ran. The Treasurer smiled. . 
r “te 1 eee ee ea 
a Way back Why shouldn't he? Shy products! FTATTOO, Dept. N. 11 E. Austin Ave, Chicago | 
ay back on page seventy j 2 : Tri i 
on tig. ' pas oa y The coupons cost less than Shelf shrinkers: \ lent Sad ae Tee Lee ps 
n the last quarter of the paper. . R ee 2 | 
» to \ os fi q 33 ay I I A nickel apiece, Modest violets: | Name. .ccoccccccccccccccccsccccccccoccccs 
Aeon o “preferred position”’. sais 1 ‘ The Sunday News was made for you. | Sees seeeeesenensncersseneneeesenseee ' 
pos Not even special ‘‘coupon copy”. 1ere else Can you buy Two million families, J 7070. seesesseseene es Ste. a pes 
. ° ’ % f ISTOME 
er: Just the advertiser’s regular stuff, A o anaes Extra good families, 
pre- Witt eitioadl for the price of . . 
Lad, ith a coupon tacked on, ‘ In a single medium, 
low pepe . a subway ride? 4 : 
whe emanding a toll of ten cents. } at a single time! 
but And get 5,000 at a time? | 
pre- Yeah, copy was short, 157 lines, Doggone! Wow! 
lhe cost was low—$268.47, » ; — Think of that! 
rh; ies 7 ut—goodness gracious! «5 P ° 
‘hat was the set-up. S 5 Better yet— This is the Tattoo advertisement in the 
+s " e TYNAY “hy a . 
tee Wier Five thousand cash customers Send in an order for some space! SUNDAY NEWS of April 8th... 
hed: BEAT i cs é ‘ ac _ / 
ed are less than And sit back while the space MOHER Grete 5,700 compenel s 
i ihings happened! ONE FOUR-HUNDREDTH of the Sends back orders to you! 
the 
0. 
sula- Bs ae 
paid 
ores : 
“ie H E Q NEWS NEW YORK’S PICTURE NEWSPAPER 
the 
the | 
Tribune Tower, Chicago + Kohl Building, San Francisco + 220 EAST FORTY-SECOND STREET, NEW YORK 
man- 
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Under state regulations recently 
put into effect in New York adver- 
tised brands of milk must be sold at 
a price one cent a quart higher than 
unadvertised milk. This is such an 
obvious discrimination against com- 
panies which inform the public re- 
garding their products and_ policies 
through advertising that court action 
has already been resorted to to pre- 
vent the regulations from being made 
effective. It is difficult to see how 
any court could refuse to support the 
action of these petitioners. 

The plan to require milk advertis- 
ers to charge more for their products 
is very much like the effort which 
it was alleged was made by the oil 
administration some time ago to en- 
force a higher price on advertised 
gasoline than the unidentified prod- 
uct. It was denied by Administrator 
Ickes at the time that any such ef- 
fort had been made, but apparently 
there was good reason to believe that 
it was in prospect. 

Critics of advertising have fre- 
quently contended that advertising 
adds to the cost of goods, but these 
instances suggest that those who do 
not advertise are fearful lest adver- 
tisers get the lion’s share of the busi- 
ness at prices no higher than those 
of their competitors who do not ad- 
vertise, and are demanding legal as- 
sistance through such requirements 
as those now imposed on milk adver- 
tisers in New York. Yet according 
to the non-advertisers, the regular 
market price will yield a satisfactory 
profit to the concern which must ab- 
sorb the cost of advertising. 

The explanation, of course, is that 
the company which creates a demand 


Milk Situation 


for its products through advertising 
is able to increase its volume and 
spread its advertising costs over so 
large a business that the cost per 
retail sales unit is very small, and 
this cost, in addition, is likely to be 
more than offset by reduced sales ex- 
penses. The effort to force advertis- 
ers to charge more is the best pos- 
sible testimony to the fact that the 
non-advertiser feels that he is in a 
very vulnerable position when he is 
competing with the producer whose 
goods are known and favored by the 
consuming public. 

The efforts to single out advertis- 
ers for discriminatory action, how- 
ever, show the need of education of 
legislators and the people generally 
on the function of advertising and 
its service to the public. If the con- 
sumer realizes that advertising is 
primarily a service of information to 
him, and that penalizing the adver. 
tiser by compelling him to charge 
more for his products will mean less 
buying information for the user, sen- 
timent will speedily be developed 
contrary to the objectives of laws 
and discriminatory regulations. 

Most of the advertisers in the vari- 
ous industries are the larger com- 
panies, and the present effort to ham- 
string big business may be respon- 
sible for the special attack on adver- 
tised goods through price regulation 
of this character. The correct pro- 
cedure, of course, would be for the 
smaller, aggressive concerns to em- 
ploy the weapon which in the hands 
of their competitors they consider so 
powerful, and thus to eliminate the 
handicap under which they feel that 
they are working, 


What Women Read 


Mrs. Franklin D. Roosevelt, speak- 
ing at the annual dinner of the 
American Newspaper Publishers’ As- 
sociation in New York last week, ob- 
jected to classifying women readers 
in terms of women’s pages in the 
newspapers, or assuming that their 
reading interests lie among the cakes 
and pies of the sections devoted to 
foods and kitchen management. She 
insisted that outlook for 
that they 
should be given a wide reading fare, 


today’s 
women is so much broader 


including the general news of poli- 
tics and civic development. 

There is no doubt that women read 
a greater variety of news and maga- 
zine articles than they formerly did, 
but it is also true that Mrs. 


velt is far 


Roose- 
politically-minded 
She has lived most 


more 
than the average. 
of her 
phere, and her interests therefore lie 


adult life in a political atmos- 


as much outside the home as in it. 
It would be a mistake to suppose that 
women generally are no longer in- 
terested in the subjects of food, home 


management, child care and all of 


the other concerns which have been 
considered to lie especially in their 
realm. 

Advertisers know that recipes still 
have a powerful appeal, and that 
there is no more certain way to inter- 
est the great mass of women readers 
than to show them how to prepare 
more attractive meals. Consequently 
the specific appeal of women’s pages 
in newspapers, and whole magazines 
edited from the feminine point of 
view, seems to be still as direct and 
powerful as of yore. 

On the other hand, it may well be 
borne in mind that there are many 
women, usually the older and more 
advanced in education and civie ac- 
tivities, Who may be reached through 
the general appeal made by all pub- 
lications which deal with affairs. But 
it is probable that the advertiser 
who is aiming at the housewife in- 
terested in food and home affairs will 
still welcome the aid given to him 


editorially through the characteristic 


“women’s pages,” in newspapers and 


magazines. 
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HIDES (T IN PHS VALISE 


MR.MILQUE TOAST, WHILE TRAVELING THROUGH 
A ORY STATE,FINDS THAT THE MAGAZINIC HE IS 
READING CARR:ES A LIQUOR AD, AND HASTILY 


@Qrse TR RE ie 
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\ ! 
wh iti ! 


uit CNN i 


—New York Herald Tribune. 


Voice of the Advertiser 


Sleep and Kittens 

To the Editor: Referring to Copy 
Cub’s paragraph about the C. & O. 
Railroad’s three little kittens, I don’t 
like their billboard which shows a 
worthy citizen about to enter his 
berth and finding it already occupied 
by a sleeping feline. 

Somehow or other the suggestion 
of cat hairs and cat smell on my pil- 
low doesn’t make a very strong ap- 
peal to me. 

J. S. CrRark, 


The Insurance Field, Louisville, Ky. 
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Starin Makes Plea 


for Diversified Copy 

To the Editor: Perhaps the mat- 
ter which I bring to your attention 
may guide some of our friends, big 
national advertisers, who bore 
women with the same copy and the 
same illustrations in the various 
magazines which ever so many peo- 
ple read each month. 

Why don’t more of these big adver- | 
tisers diversify or change 
copy? For example—many 
Journal, When they | 


Ladies’ Home 


pick up Good Housekeeping they see | 


the same copy- 
tion Picture 
the line. 


-in Delineator- -Mo- | 


If it is May they see the 
same May advertisement in every 
magazine. Isn't much effectiveness 
thus lost? Just a few dollars more | 


thelr 
women | 
are attracted by an advertisement in | 


True Story and down | 


for the better class magazines. In 
the upper left corner we give a 
beauty tip by a motion picture star. 
Down along the right we show you 
negligee copy. Needless to state you 
can guess which ads belong in the 
various types of magazines. 


| I think a message of this kind 
|/may serve as a hint to those who 
prepare the national consumer adver- 


| . . - se 
for new plates and a little more ef- | tising copy of large manufacturers. 


fort on diversifying copy appeals and | 
the advertisement attracts the reader | 
no matter how many magazines Mi- | 
lady reads each month. 

Dr. Wm. M. Scholl, even while con- 
ducting world-wide affairs of distri- 
bution, deliberately finds time to see | 


vertising is diversified and thus ¢a- | 
pable of winning the attention of the 
different types who read 
publications. The reproduction en- 


closed shows the diversity of our 
copy. These are all magazine adver- 
tisements. 


In the lower left hand corner you 
will see that we get the shoe angle 
into copy——alongside this single col- 
umn ad and we show the bare feet 


with the condition featured. Other 
ads are distinctly corn ads. In the 


center we show the walking couple 


different | 


ARTHUR A. STARIN, 


Sales Production Manager, 
Mfg. Company, Ine., 


Scholl 
Chicago. 
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| 
to it that our national consumer ad- | Views of Nathan and 
| 


Boyd Win Applause 
To the Editor: The article on page 
) 12 of your April 28 issue, ‘“‘Advertis- 
jing is a Woman’s Job in View of 
| Critics,” interests us very much be- 
cause we are an organization of 
women, set up to furnish industries, 
advertising agencies and manufac- 
turers with that intangible quality 
called The Woman's Viewpoint. 
Bowser service is confidential serv- 
ice and we do not advertise our 
clients. We are well trained women, 
we stick close to our knitting and 


take only such accounts as cater to 
women. 

We know that the masculine is the 
superior sex, logical, reasonable and 
sane, while the feminine is always 
emotional and must be reached by 
emotional appeals. 

We never enter into competition 
with one, we believe that is suicidal: 
we simply supplement the work that 
men do and translate their advertis- 
ing into language which is under. 
stood by women. 

All of this may serve to reassure 
your readers who may have been dis- 
turbed by George Nathan and Ernest 
Boyd, who really are correct in their 
premise that advertising copy for 
women should be written by women. 
Your agencies should handle the busi- 
ness end of advertising, the selling, 
contacting and financing. ; 

For your amusement, the writer 
recently selected some advertising 
which had been running for severa! 
weeks, carrying a coupon to be re- 
turned to Miss She returned 
the coupon with a personal sob note 
asking for an interview with Miss 

The Miss turned out to be a 
six-foot two gob weighing 230 pounds 
I won my hundred dollar bet. No 
woman could possibly write half of 
the advertising copy signed with 
women’s names. 

And, replying to the question, “Do 
you think intellectuals read advertis. 
ing?” My reply is, they may; I’m 
sure that advertising people do not. 


BERNICE Bowser, 


Bowser Service Corporation, 
New York. 
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Doubts Eradicated 


To the Editor: We appreciate and 
thank you for the story which you 
ran in your April 28 issue for our 
client, Baldwin Laboratories, Inc., 
Saegertown, Pa. 

It is very much regretted, how- 
ever, that in your caption the words 
“which is supposed to kill insects” 
may give the impression to the read- 
ers that there is some doubt as to 
the killing power of this particular 
insecticide. For your information 
DWIN has a very high percentage of 
killing power as evidenced by numer- 
ous laboratory tests and our client 
has had many words of approval on 
his product because of its killing 
power. 

We hope that you will be able to 
put at ease the minds of any readers 
who may entertain the idea that this 
product is only “supposed” to kill. 
Perhaps you will be so good as to use 
this letter in your “Voice of the Ad- 
vertiser.” 

M. A. Yount, 


The Yount Company, Erie, Pa. 
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Sees No Dangers in 


Continental Can Copy 

To the Editor: I have just sent 
the following letter to the Federal 
Trade Commission: 

“Although this Continental Can 
matter is ‘no business of mine,’ I am 
interested in it because the advertise 
ment of the Continental Can Com- 
pany has caused me to do some 
thinking about canned vs. fresh vege 
tables. 

“Any advertisement that tells the 
truth and that promotes thinking. it 
seems to me, is a ‘good’ advertise 


ment. 
“As a mechanical engineer and 
consumer of both canned and ul 


canned vegetables I cannot see aly 
thing at all misleading in the adver 
tisement. The first sentence, take! 
alone, is very likely not true. But 
the succeeding sentences explail 
what is meant. Obviously the write! 
of the advertisement does not meal 
that canned peas, for instance, are 
fresher than those just plucked from™ 
the vines. 

“As I see it, the advertisement '* 
an excellent one, and I am glad that 
it has been brought to my attentio! 
because I had never before sive" 
thought to the fact that canned vee 
tables can really be ‘fresher’ than 
canned vegetables. 

“We consumers should be treated 
to more comparative and educ ational 
advertising of this kind.” 


W. F. ScHapHors!. 


Newark, . J 
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Toucu years, they were, for any 


business! A newspaper had to pro- 


28.48 % 


duce exceptional results for its ad- 


vertisers. Home reading counted. 


Home coverage counted. Concen- THE DAILY NEWS PERCENTAGE OF TOTAL DISPLAY 
a ee a a ADVERTISING IN ALL CHICAGO DAILY NEWSPAPERS 


first of all in importance. . . indis- 
pensable to advertising profits . . . was the ability and 
the custom of readers to buy through its advertising. 


On all these points The Chicago Daily News ranked 


THE CHICAGO 
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Every Year a Year of Leadership 


Authority: Media Records, Inc. 


first, and its leadership therefore was enhanced during 
these years by an increased proportion of the total busi- 


ness placed by advertisers in Chicago daily newspapers. 


DAILY NEWS 
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BLATZ BEER 10 
TELL ITS OWN 
AGE ON LABELS 


Date of Brewing Is Placed 
on Each Bottle 


Milwaukee, Wis., May 3.—The| 
“dated” idea, which has proved so| 
potent in the coffee and other fields, | 
has been adapted to beer by the | 
Blatz Brewing Company, which will | 
center its entire 1934 campaign on 
the slogan, ‘“Brew-Dated.” The date 
which will appear on the neck label 
of every bottle of Blatz Old Heidel-| 
berg will have a mission the exact 
opposite of that for other products— 
to prove to the beer-drinking public | 
that Heidelberg is properly aged. 

“We believe Brew-Dated beer is| 
the greatest achievement in the 
brewing industry in the last twenty 
years,” commented Hal Johnson, sales | 
promotion manager of the Blatz| 
Brewing Company. 

“Every bottle of Blatz Old Heidel- 


THE 


| Van 


berg that leaves the brewery ner | denuetiens Blatz Heidelberg as “the 
carries on the neck label the specific | beer that tells its own age.” 
date on which the contents of that Numerous meetings with distribu- 
bottle was brewed in the brewery. tors, jobbers and their salesmen have 
“We have spent millions of dollars | been held to explain the significance 
to increase our storage facilities, and |0f the dated idea, and to show the 
we have on hand today hundreds of | Sales organization how most effec- 
vats of aged and aging beer. On the| tively to tie in with and capitalize 
side of the vats is marked the exact | the advertising being placed by Blatz. 


date the beer was brewed. As it 
Bleed Layout Work 


reaches the point of perfection, the 
beer is bottled and the exact date ap- 

of L. C. Klemmer 
The layout sheet for bleed pages 


pearing on the side of the vat is 

placed on the neckband of every i 
reproduced on page 4 of the April 21 
issue of ADVERTISING AGE in connec- 


bottle.” 


Campaign Moves North tion with a letter on this subject 
ae _|from John P. McCarthy, secretary, 
Advertising of the new product is|}iyghes, Wolff & Co., Rochester, 


appearing in a few states in the 
southwest. As the season advances, 
the copy will move northward, cover- 
ing the major part of the United 
States by June 1. Besides this news- 
paper promotion, the public will be 
apprised of the innovation by out- 
door advertising, radio, point of sale 
displays, and, unique in the beer 
field, some direct mail to consumers. 
According to Mr. Johnson, physi- 
cians have manifested great interest 
in the new plan, and have asked 
druggists to carry the beer for pre- | 
scription purposes. 
The campaign in behalf of Brew- 
Dated beer is being placed by Klau- The Gallard Advertising Agency, 
Pietersom-Dunlap Associates,| Newark, N. J., has moved to larger 
Milwaukee agency. The advertising| quarters at 1025-1031 Broad St. 


N. Y., was originated by L. C. Klem- 
mer of Plumbing and Heating Trade 
Journal, New York, ADVERTISING AGE 
is informed. 

Mr. McCarthy explains that since 
the diagram was marked for the 
New Yorker, he did not know that 
Mr. Klemmer should receive credit 
for it. 


Brewery Appoints 


Harvard Brewing Company, Low- 
ell, Mass., has placed its account with 
Charles W. Hoyt Company, Inc. 


Gallard Moves 


INDIANAPOLIS 


NEWS 


THE INDI 


gives its advertisers 


® exceptionally powerful coverage 
(97% home-delivered.) 


®@ excellently-balanced coverage 


(geographically and by income 
classes.) 


®@ high percentage of exclusive cov- 
erage (49,974 homes in Indianapolis 


and Marion County alone read no 
other newspaper.) 


@ the largest circulation in NEWS 
history 


ust a few reasons why The NEWS can do 
the job alone in this market, producing 


most profitable sales results for its advertisers. 


ANAPOLIS NEWS 


SELLS THE INDIANAPOLIS RADIUS 


NEW YORK: 
Dan A. Carroll 
110 East 42nd Street 


CHICAGO: 
J. E. Lutz 
180 N. Michigan Ave. 


STROKE FATAL 
TO G. H. HAZEN, 
CROWELL CHIEF 


Had Brilliant Career in Pub- 
lishing 


New York, May 3.—The passing of 
George H. Hazen, chairman of the 
board of the Crowell Publishing 
Company and trustee of the Century 
Company, Wednesday night, marked 
the end of a long publishing career 
and the loss of one of the best loved 
men of the older generation of pe- 
riodical publishers. 

Death came at the United Hos- 
pital, Port Chester, N. Y., following 
a stroke of apoplexy ten days be- 
fore. Seventy-six years of age, he 
had not been very active in business 
for the past seven or eight years. 


Born in Middletown, he entered 
the publishing business immediately 
upon being graduated from New 


York University and spent the rest 
of his life in it. His first employer 
was the Century Company, of which 
he became advertising manager and 
one of the leading spirits in the or- 
ganization for more than 30 years. 

When the new Crowell Publishing 
Company was organized in 1906, he 
became president, but continued as 
advertising director of the Century 
Company until 1911. At that time, 
press of duties with Crowell required 
relinquishment of his Century work 
so that full time could be given to 
presidential activities. 


Dean of Publishers 


When he became head of Crowell 
Publishing Company, its magazines 
were Woman's Home Companion and 
Farm «& Fireside. The American 
Magezine was acquired a year later, 
and Collier's Weekly along about 
1919. A few years ago, Mr. Hazen 
retired from the presidency and be- 
came chairman of the board of di- 
rectors. 

During his years 
tury Company, he rose to heights 
where he became honored as_ the 
dean of publication advertising men. 


with the Cen- 


Mr. Hazen had been very active in|} 


the old Quoin Club, 
later associations in the periodical 
publishing field. His close asso- 
ciates of those days, many of whom 
preceded him in death, included such 
persons as John Irving Romer and 
Joseph Richards. 


To Mr. Hazen is atributed re- 
sponsibility for initiating a great | 
many of the practices now consid- 


ered commonplace in magazine pub- 
lishing. Among them is the present 
agency commission system. 

Even after his duties as head of 
the Crowell Publishing Company de- 
manded giving much of his attention 
to other matters, his interest in 
problems of the advertising depart- 
ment continued keen. At the time 
he was advertising director of Cen- 


tury, a brother held a similar posi- ; 


tion with Curtis Publishing Com- 
pany. 
Aided “Time”’ 
Those now alive who knew him 


best in the earlier years of his ca- 
reer are now scattered, yet his in- 
fluence extended right up to recent 
years. Helping others with their pub- 
lishing problems and giving kindly 


advice gave him keen pleasure, a 
fact to which R. K. Johnson, vice- 


president in charge of advertising of 
Time, is willing to subscribe. 

Mr. Johnson met him in early 1923 
when Time was starting. Mr. Hazen 
expressed himself on what he 
thought were then the major difficul- 
ties of magazine publishing. One 
was a high turnover of advertisers 
in mediums, another was low cir- 
culation renewals which averaged 50 
to 60 per cent. Following advice he 
gave then on these points is said to 
have aided materially in Time’s suc- 
cess. 

Turnover of magazine sales staffs 
was another serious trouble which 
held Mr. Hazen’s attention. He 
thought it essential to keep sales 
representative turnover down to an 


SLED DRESSES UP 


Van Doren & Rideout, Toledo, de- 


signed this streamlined ‘'Sno- 
plane" for American National 
Company of that city. It will re- 


place the conventional model sled. 


absolute minimum, though it some- 
times averages 18 to 20 per cent. Mr. 
Johnson said that as a result of 
Hazen’s beliefs, he personally formed 
the habit of watching a prospective 
salesman a full year, or even two, 
before putting him on his own staff, 
and the change of Time’s sales staff 
personnel has been less than two per 
cent as a result. 

“T was very fond of the old gentle- 
man,’ was Mr. Johnson’s sweeping 
tribute. 

Mr. Hazen is survived by a widow; 
a son, Gardner Hazen, who is associ- 
ated with the Appleton Century 
Company; and two daughters, Anne 
W. Hazen of Carmel, Cal., and Mrs. 
Dorothy Soest, Middletown, Conn. 


forerunner of | 


Mr. Hazen was a director of P. F. 
|Collier, & Son, Hannum Securities 
Corporation (his private investment 
|company), Harcot Realty Corpora- 


‘tion, Laneson Realty Corporation 
‘and Packer Mfg. Co. Among his 
| clubs were the University, Manhat- 
|tan, St. Andrew’s Golf and Commo- 
dore Club of Canada. He was a 
member of the Psi Upsilon frater- 
nity. 


Funeral services were held at the 
Presbyterian Church, White Plains, 
| followed by private interment. 


McElroy Joins Ethyl 


Gasoline Corporation 


Paul McElroy, formerly with Bat- 
ten, Barton, Durstine & Osborn, Inc., 
has joined the Ethyl Gasoline Corpo- 
ration, New York. Keeping head- 
quarters at the home office, he will 
contact licensees and automobile 
manufacturers throughout the United 
States. 

Prior to his connection with Bat- 
ten, Barton, Durstine & Osborn, Inc. 
which agency he served as Detroit 
manager for a number of years, he 
had been with Lord & Thomas, Chi- 
cago. He has been associated with 
advertising and sales promotion for 
General Motors, Studebaker, Socony- 
Vacuum, Ethyl gasoline and _ other 
automotive and petroleum accounts. 


Musselman Elected to 


Presidency of U. P. C. 


Cc. A. Musselman was elected presi- 


| dent of the United Publishers Corpo 


ration, New York, at a meeting 0 
the board of directors in Philadel: 
phia May 1. He had been vice-pres! 
dent of the corporation and president 
of its subsidiary automotive unl 
Chilton Company, since 1923. 

Fritz J. Frank was named exec 
tive vice-president. Other vice-pres! 
dents are Fred Stevens, J. S. Hil 
dreth, George Griffiths, Everit B. Te” 
hune and Earnest C. Hastings. 

W. A. Barber is treasurer of the 
corporation and J. B. Moffett is 8° 
retary. 


Wight’s New Work 


Read H. Wight, formerly rade 
director with H. W. Kastor & Som 
Company, Chicago, has joined thé 
Chicago staff of World Broadcast!?® 
System. 
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“The most influential books and the truest in their influence are works of fiction. They re-arrange, they oo 
repeat, they clarify the lessons of life,’’ said Robert Louis Stevenson ee a 
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FICTION stimulates 
the EMOTIONS that are 


From an early illustration 


* 
the mainspring of 
Who could imagine a more sedate tale of simple family life than “Little Women?” 


Yet so surely does it contain the essence of GREAT FICTION that its sale has 

huaumar ACTION held to surprising levels for years, and as a moving picture it bids fair to rank 
among the most popular of all time. @ In this year’s Easter Parade countless 

/ women, big as well as little, paid tribute to its influence, in cash, in the way they 

wore their hair, their hats or their gowns. < Men who sell know the power 

of GREAT FICTION...use Cosmopolitan’s GREAT FICTION as the background for 

their advertising to more than 1,600,000 fiction-reading, fiction-loving families. 


COSMOPOLITAN 
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‘HAMPERING’ LAWS 
ON ADVERTISING 
CAUSE PROTESTS 


U. S$. Chamber Tells Stand 
On Food, Drug Laws 


Washington, D. C., May 2.—Pro- 
testing against the passage of legis- 
lation which would hamper adver. 
tising and business through restrict- 
ive laws, the 22nd annual meeting 
of the U. S. Chamber of Commerce 
has adopted the report of the do- 
mestic distribution committee which 
made a detailed study of pending 
bills, particularly such as concern 
advertising, labeling, and food and 
drug laws. 

While no specific bill is mentioned 
in the report, the committee gave its 
attention to fundamental factors in- 
volved. Six recommendations were 
included in the report: three relative 
to advertising; one concerning gov- 
ernment inspection of factories and 
two concerning labeling, standards 
and administrative procedure. 

After reviewing the history of re- 
cent legislation as it affects food 
and drug laws and their administra- 
tion, the adopted report declared that 
the “National Chamber has long held 
that representation of goods and 
services should be truthfully made 
and scrupulously fulfilled and that 
unfair competition, embracing all 
acts characterized by bad faith, de- 
ception, fraud, is wasteful, despica- 
ble, and a public wrong.” It is stated 
that this “position applies to adver- 
tising as well as to any other method 
of selling, or to other business prac- 
tices. It is equally obvious that the 
requirement of truthful advertising 
of articles to which the federal food 
and drugs act applies, without im- 
pairment of modern advertising in 
its truthful and _ beneficial forms, 
cannot be extended to include all of 
the technical requirements that may 
be appropriate for labels. With the 
requirement of truthfulness there 
should always be recognition of the 
essential difference between a label 
and an advertisement as carried in 
a modern medium of advertising.” 


Advertising Must Be Free 


With this explanation, the recom- 
mendation states: “There should be 
legislation requiring the same truth- 
fulness in advertising, with respect 
to foods, drugs and cosmetics, as in 
the labeling of articles to which fed- 
eral laws apply.” 

Calling the attention of the meet- 
ing to the important place that ad- 
vertising bears to the social and edu- 
cational needs of the nation, the com- 
mittee declared that “the value of 
proper advertising as an economical 
and efficient means of distribution 
should be maintained as in the pub- 
lic interest, and that all attempts 
to restrict it as a means of reaching 
and developing markets should be re- 
sisted.” 

The section of the report having 
to do with censorship of advertising 
declared that “for the most part ad- 
vertising has been honest in inten. 
tion as well as performance; and in 
the great majority of cases, particu- 
larly in recent years, abuses have 
been recognized and effective steps 
taken by non-governmental agencies 
to correct them. This movement has 
been aided by advertising agencies 
and media, as well as by the adver- 
tisers themselves.” 

In this regard the committee rec- 
ommended that “government imposi- 
tion of censorship in any form upon 
advertising is an attempt at inex- 
cusable intrusion into private busi- 
ness affairs and should be opposed.” 


Standards Decried 


Particular attention is given in the 
report to the provisions appearing 
in several of the pending pure food 
bills contemplating a system of ‘“‘per- 
mit” factories, and the setting up of 
a license of permit system, except 
“to the extent clearly necessary to 
enforce the law,” is decried. 

In a special section the subjects 


of standards for consumers’ goods, 
and drastic labeling requirements, 


: P “es = | 
were given consideration. It was de- 


clared that “the amount of informa- 
tion required on labels would be so 
great as to be impracticable for all 
labels of most goods as they reach 
the hands of consumers. Further 
than that, the information would be 
of no practical value. The premium 
of evasion by dishonest persons 
would be large.” 


Oppose General Standardization 


“Similarly, the idea of standardiz- 
ation carried out on any general 
scale would undoubtedly destroy the 
value of brand names and the good 
will which manufacturers and dis- 
tributors have built up over long 
periods of time. It would eliminate 


the incentive manufacturers have to 
improve their products continually,” 
the committee stated. 

The conclusion is that “efforts to 
develop standards of goods and gen- 
eral categories should be _ under- 
taken by manufacturers themselves. 
|In developing standards care should 
be taken not to limit the proper op- 
portunities of the public for choice 
and selection.” 

E. D. Borden, chief of the domestic 
distribution committee of the Cham- 
ber declared to ADVERTISING AGE that 
he regretted that “advertisers had 
not awakened” to the dangers inher- 
ent in the various proposals before 
congress earlier. He felt that while 
last minute attempts to press the 
Copeland bill through might not be 
successful, still “various forces were 


working intensively” for passage of 
the bill. 

The domestic distribution commit- 
tee of the U. S. Chamber of Com- 
merce which presented the report 
consists of the following: 


Members of Committee 


Jesse A. Bloch, chairman, vice- 
president, Bloch Brothers Tobacco 
Company, Wheeling, W. Va.; Ker- 
win H. Fulton, vice-chairman, presi- 
dent, Outdoor Advertising, Inc., New 
York: Clarence Francis, executive 
vice-president, General Foods Corpo- 
ration, New York; Louis E. Kir- 
stein, vice-president, Wm. Filene’s 
Sons Company, Boston; E. H. Little, 
vice-president, Colgate-Palmolive-Peet 
Company, Chicago; Albert H. Mor- 


Baking Company, Cincinnati; C. J. 
Whipple, president, Hibbard, Spenc- 
er, Bartlett & Co., Chicago; T. Guy 
Woolford, chairman, Retail Credit 
Company, Atlanta. 


Chaffee’s New Work 


Franklin W. Chaffee, for five years 
a western representative of Ladies’ 
Home Journal and for the past seven 
months in the advertising depart- 
ment of the Chicago Herald and Ex- 
aminer, has joined the western ad- 
vertising staff of Good Housekeeping 
at Chicago. 


Drachus’ New Address 


George Drachus, New York busi. 
ness and advertising consultant, has 
moved to larger offices at 822 Union 


YACINTH POTTS has at last 

found the Soap of Soaps. For 
two years now, she has been covet- 
ing the complexion of the crowned 
heads and assorted babies, as re- 
viewed in the advertisements of 
Angelskin Soaps, Inc. 


Small surprise that last week, 
when the Wonder Drug Mart adver- 
tised a box of Angelskin Soap (reg. 
$1.00) for only 99c, the last of her 
weakened sales resistance collapsed. 
And to the delight of Hyacinth, the 
soap is every ounce as good as she 
had visioned. 


But what about poor Orville Potts, 
husband to Hyacinth? No one ever 
told him what Angelskin would do 
for his tired masculine epidermis. No 
one has rescued him from his outer 
darkness. To him it is just another 


rill, president, Kroger Grocery &|St., Brooklyn. 


cake of soap, untinged by beauty or 
romance. Mrs. Potts may use it if 
she pleases—as long as she buys his 
brand as well. 


Thus, as any thoughtful advertiser 
knows, there are not one but two 
soap customers in the Potts family 
—he and she. To advertise to her 
alone is to toss half your market 
over your shoulder. There are two 
ways to avoid this: 


Of course you can advertise to her 
in women’s magazines, and to him 
in men’s magazines. 


Or better yet, you can make one 
magazine do the work of two, and 
advertise in Redbook, where every 
thousand copies are read by 1480 
women and 1420 men. It costs less 
to reach the whole family, women 
plus men, through Redbook than it 


THE SHADOW OF A MAN STANDS BEHIND EVERY 


does to reach one sex alone through 
ordinary magazines. 


31 new advertisers came to Redbook 
the first six months of 1934—11 toilet 
goods, 4 travel, 2 food, 6 liquor and 
beer, 2 insurance, 2 book, 1 auto- 
mobile, 1 tire, 1 typewriter, 1 foun- 
tain pen. You can’t keep a profitable 
publication a secret! 

Sell the family and you sell all. 
Redbook Magazine, 230 Park Ave., 
New York City. 


REDBOOK 
The Magazine plus 


nl 


WOMAN WHO BUYS 
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HOME POPULARITY 
OF BEER STUDIED 


Toledo, O., May 3.—The market for 
heer has a long way to go before it 
reaches the saturation point, an in- 
teresting study just completed by 
Modern Science Institute, Inc., for 
Owens-Illinois Glass Company indi- 


cates. 

The study, conducted among mar- 
ried women in cities in every state, 
revealed that only 41.3 per cent of 

se replying ever drink beer in 
‘heir homes, but 32.9 per cent of this 


group declared they drink beer once 
a day or oftener. 

Of those who drink beer in their 
homes, 37 per cent drink it when 
they have guests; 13.7 drink it only 
about once a week; 4.1 per cent in- 
dulge only about once a month; and 
the remainder drink it infrequently, 
or only during the summer. 

Approximately 19 per cent of the 
housewives revealed that they had 
made beer at home at one time or 
another, but only 4.8 per cent had 
engaged in home brewing since April, 
1933. 

Only 5.6 per cent of the women re- 
ported that they used beer in cook- 
ing, but 35.1 per cent said they would 
like to receive recipes for using beer 
for cooking purposes. 


While 34.5 per cent declared that 


they had served beer at “social gath- 
erings,” and 31.7 per cent said they 
had served beer at bridge parties, 
48.5 per cent declared that they had 
served the beverage “when friends 
dropped in.” 

The current study represents the 
opinions only of married women in 
urban communities, but the company 
plans to release another study cover- 
ing other types of consumers shortly. 
One question to be included in the 
second survey will be, “Where do 
people purchase beer for home use?” 


Feed Maker Appoints 


Advertising of Unity Feeds, Inc., 
Boston, maker of poultry, dairy and 
live stock feeds, has been placed 
with Badger & Browning, Ince., 
Boston. 


Seamless Names Agency 


J. Walter Thompson Company, 
New York, has been selected to place 
advertising of Seamless Rubber Com- 
pany, New Haven, Conn., maker of 
a variety of rubber articles in the 
drug, sporting goods and industrial 
fields. A new masking tape for in- 
dustrial and household use, “Tru- 
tex,” will be introduced. 


a: ©, Smith Moves 


The Allen C. Smith Advertising 
Company, Kansas City, Mo., is mov- 
ing to the New York Life Bldg., 20 
W. 9th St. 


° 

| Street & Finney Move 
Street & Finney, Inc., New York, 

have moved to 330 W. 42d St. The 

new telephone is Bryant 9-2400. 
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SHORT STORIES 


Booth Tarkington 

Mary McCall, Jr. 

Eric Hatch 

Frank R. Adams 

James M. Cain 

Phyllis Bottome 

Finley Peter Dunne, Jr. 


fest news about y » Buthor o George Wylie Henderson 


Ernest Haycox 
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FEATURES 


Bruce Barton 
Frederick Van Ryn 
Dr. W. Béran Wolfe 
and 6 pages of pictures 


NB 


acy Houas Weir RELIAGLE 
ENDED ! 


SANOROSE. VALENTINE 3 


Pisiina Paaries Cone! 


SERIALS 


Katherine Newlin Burt 
Louis Joseph Vance 
Cornelius Vanderbilt, Jr. 
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DEPARTMENTS 
Redbook’s Radio Revue 


Culbertson’s Contract 


Bridge Announcement 
Redbook’s Educational 
Directory 


50,000 WORD 
COMPLETE NOVEL 


THE CHINESE 
ORANGE MURDER 


by Ellery Queen 


31 AWARDS IN 
“BETTER COPY” 
CONTEST GIVEN 


— 


New York, May 3.—Announcement 
of winners in the 1934 Better Copy 
Contest of Public Utilities Advertis- 
ing Association, following a meeting 
of the judges of award in Boston re- 
cently, were announced this week. 
The awards will be presented to win- 
ners in New York next month, when 
the P. U. A. A. will hold depart- 
mental sessions in connection with 
the annual convention of Advertising 
Federation of America. 

Winners in the contest were: 

Outdoor Billboard: First, San An- 
tonio Public Service Company; sec- 
ond, New York Edison Company; 
honorable mentions, Dallas Power & 
Light Company and Consolidated Gas 
Company of New York. 

Electric window display: First, New 
York Edison Company; second, Ten- 
nessee Electric Power Company; hon- 
orable mentions, Florida Light & 
Power Company and New York Edi- 
son Company. 

Gas window display: First, Consol- 
idated Gas Company of New York; 
second, Kings County Lighting, Long 
Island; honorable mentions, Kings 
County Lighting, Long Island, and 
Consolidated Gas Company. 


Other Classifications 


Transportation Advertising: First, 
West Penn Railways Company, Pitts- 
burgh; second, British Columbia 
Electric Railway Company; honor- 
able mention, C. N. and C. Ry. Co., 
Inc., Cincinnati. 

Gas Newspaper Advertising: First, 
Central Hudson Gas and Electric 
Corporation; second, Community 
Natural Gas Company, Texas; honor- 
able mentions, Union Gas and Elec- 
tric Company, Cincinnati, and Wash- 
ington Gas Light Company, Washing- 
ton, D, C. 

Electric Newspaper Advertising: 
First, Dallas Power and Light Com- 
pany; second, Central Hudson Gas 
and Electric Corporation; honorable 
mentions, Consumers Power Com- 
pany, Michigan, and Philadelphia 
Electric Company. 

Campaign Advertising: First, 
Northern States Power Company, 
Minneapolis, Minn.; second, Peoples 
Gas Light and Coke Company, Chi- 
cago; honorable mentions, Consum- 
ers Power Company, Michigan, and 
Union Electric Light and Power Com- 
pany, St. Louis. 

General Utility Advertising: First, 
Northern States Power Company, 
Minneapolis; second, Central Hudson 
Gas and Electric Corporation; hon- 
orable mentions, Central Hudson Gas 
and Electric Corporation and Union 
yas and Electric Company, Cincin- 
nati. 

L. D. Gibbs, assistant head of the 
public relations bureau of the Edi- 
son Company of Boston, is chairman 
of the association’s better copy com- 
mittee, 


Retail Drug Code 


Permits Reductions 


An order has been issued under 
which a drug retailer may reduce his 
price to meet that of a competitor 
until the code authority announces 
a price which shall be prima facie 
evidence of the correct price. 

After such announcement, reduc- 
tions below the thus established 
price shall constitute a code viola- 
tion unless the retailer is able to 
prove that the correct price is lower 
than that set by the code authority. 


Thayer Made President 


Arthur §S. Thayer, former vice- 
president and assistant general man- 
ager of the Allen-A Company, Keno- 
sha, Wis., has been named president 
of the company, succeeding the late 
Roger N. Kimball. 


Codes Remain Separate 


Gen. Johnson has ordered that the 
photo-engraving code remain in full 
effect as a separate code until a de- 
cision is reached as to whether the 
industry shall operate under the 
graphic arts code. 
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ADVERTISING AGE 


May 5, 1934 


Grant to Lord & Thomas 
Thomas Grant, a member of the 
copy and idea staffs in the New York 


and Chicago offices of Ruthrauff & 
Ryan for the past seven years, has 
joined the copy staff of Lord & 


Thomas, Chicago. 


Starts “Square Dealer” 


John C. Spray has begun publica- | 


tion of the Square Dealer at 82 W. | 
Washington St., Chicago. It is a 
tabloid weekly picture newspaper, 


which describes itself as “President 
Roosevelt’s champion in Chicago.” 


Agency in Old Home 


Stewart, Hanford & Frohman, Inc., 
New York agency, has moved to 110 
Ek. 42d St., the building formerly oc- 
cupied by the organization for seven 
years. 


—and 48 hours later on Good Friday in the area that comprises Tribune Town trained 
Ross Federal men call on 20% of the independent grocers in 84 cities and towns in the 
five states of Illinois, lowa, Indiana, Michigan and Wisconsin... . in metropoli.... 
in cross road towns....in county seats....and between the hours of 8 A. M. and 
8 P.M. GET the plain, unadorned FACTS that The Chicago Tribune wanted its 


clients to have. 


Advertising to 
Bear Recovery 
Burden—Klein 


Detroit, Mich., May 2.—*‘‘Advertis- 
ing is an implement of individual | 
initiative which has been the foun- 
dation upon which progress has been 
| built,” Dr. Julius Klein, former As- | 
|}sistant Secretary of Commerce, told | 


members of the Adcraft Club of De- | 
|troit last Friday. 

| “The burden of the recovery pro: | 
|gram has been thrown upon adver- | 
| tising,” Dr. Klein declared, citing | 
|many instances in which merchants 
and industrialists have testified to 
|the indispensable part advertising | 


has played in their individual efforts They were out of line and ahead, and 


to re-establish normal conditions. 
In analyzing some of the more far- 
reaching policies of the present ad- 


ministration, Dr. Klein attacked as 
“perilous” the tendency to saddle 
trade and industrial activities with 
/too much uniformity. “The codes, 


| through the code authorities, lead to 


the establishment of a perilous rigid- 
ity which might level down the more 
efficient producers to the mediocrity | 
of the poorly equipped,” he said. 

“Although it is true that all men 
are created equal, with equal rights 
and opportunities, yet, progress pre- 
supposes inequality.” 

Naming Thomas Edison, Henry 
Ford and other leaders of science and 
industry examples, he said that 
“they were never guided by uniform 


as 


standards and accepted opinions. 


consequently realized the rewards of 
individual initiative.” 

Dr. Klein discussed the conditions 
necessary to enable advertising to 
fulfill its mission and carry its bur- 
den most efficiently, declaring that 
industry must have a fixed yardstick 
against which to calculate costs and 
a definite objective for experimenta- 
tion rather than “have the national 
vitals laid open by young men of 
questionable surgical experience just 
to see what would happen.” 


Foster Widens Work 
Charles B. Foster has been ad- 
vanced to the position of sales man- 
ager of the entire line of Harnisch- 
feger Corporation, Milwaukee. He 
was formerly assistant sales manager 
for excavators. 


..-.-Lf you want ‘‘pie charts’’ we 
have ’em....but we specialize in 
getting 
facts out into the open where 
YOU can get a good look at them 


the plain unadorned 


.... and at a sensible price. 


ROSS$-FEDERAL 


SERVICE ,1nc. 32 BRANCHES 3000 MEN TRAINED TO GET FACTS 


CHICAGO (102), 1114 Blum Bldg. 
DETROIT (84), 715 Francis Palms Bldg. 


CLEVELAND (90), 423 Guarantee Title Bldg. 


PITTSBURGH (76), 807 Plaza Bldg. 
NEW YORK (120), 120 West 42nd St. 


MILWAUKEE (66), 209 Marquette Tower Bldg. 


CINCINNATI (70), 800 Keith Bldg 


INDIANAPOLIS (57), 315 Chamber of Commerce 
BOSTON (94), 607 Union Savings Bank Bldg 


BUFFALO (70), 610-17 Court St. 


BRANCH 


OFFICES 


PTE ADEA PEA (110), Market Street National Bank MINNEAPOLIS (86), 301 Pence Bldg. 

dg. DES MOINES (52), 207 Old Colony Bldg. 
WASHINGTON (79), 539 Evening Star Bldg. MEMPHIS (40). 309 Sterick Bldg. is 
KANSAS CITY (94), 504 City Bank Bldg CHARLOTTE (54), 710 First National Bank Bldg. 
ST. LOUIS (67), 1900 Continental Life Bldg ATLANTA (55), 409-101 Marietta St. Bldg. 

LOS ANGELES (81), 536 So. Hill St ALBANY (42), 717 National Savings Bank Bldg. 
SAN FRANCISCO (72), 305 Kress Bldg. NEW ORLEANS (58), 2011 State Street. 
SEATTLE (50), 1007 Securities Bldg. OKLAHOMA CITY (41), 426 N. W. 25th St. 


Bldg DALLAS (86), 502 Allen 


Bldg 
DENVER (40), 210 Denham Theatre Bldg. 
SALT LAKE CITY (73), 1606 Walker Bank Bldg. 


OMAHA (31), 
NEW HAVEN (26), 516 Roger Sherman Bldg. 
PORTLAND (27), 


328 Barker Bldg. 


1003 Porter Bldg., Portland Oregon. 


Numerals opposite name of each city represent number of regularly employed field men. An extra force of trained men (1,000) are also available for field work. 


NEW AND DIFFERENT 


FOR A COMPLETE CHANGE 
VF ‘ Spier Fs be Fi 


Goto _ 
SANTA CATALINA 


uT 


ISLAND 


IN THE BLUE PACIFIC OCEAN 


Unusual copy and art treatment 
being used for Catalina Island in 
west coast newspaper campaign 
directed by Neisser-Meyerhoff, Inc. 


40,000 WOMEN 
REPORT BRAND 
PREFERENCES 


All Types of Products Are 
Covered in Survey 


New York, May 3.—The popularity 
of nationally advertised products is 
strikingly emphasized in a survey 
made by Woman's World, wherein 
nearly 40,000 women indicated their 
brand preferences for products rang- 
ing from automobiles to tooth paste. 

Chevrolet was in first place in the 
automotive field in 1933 where this 
group is concerned, with Ford a close 
second in making sales to Woman’s 
World families, and Plymouth, Dodge 
and Pontiac next in the order named. 

More Atwater Kent radios are 
owned by this group than any other 
make, but Philco almost tied for the 
honor. Nearly two-thirds of the 
women replying own washing ma- 
chines, Maytag being in first place 
with nearly three times as many in- 
stallations as its nearest rival, Easy. 

That the size of the vacuum cleaner 
market is larger than generally be- 
lieved was indicated by the fact that 
48.57 per cent of the housewives 
queried did not have a vacuum 
cleaner. The fortunate ones preferred 
the Hoover, Eureka and Airway. 
Hoover had found 4,501 purchasers to 
Eureka’s 2,569 and Airway’s 869. 

Variety of Soaps 

The survey registered an_ over: 
whelming preference for P&G laun- 
dry soap, Rinso being second and 
Fels Naptha third. Tabulation of 
answers to the question, “Favorite 
soap for fine fabrics?” put Lux far 
in the lead with Ivory and Ivory 
Flakes second and third, respectively. 
Lux was also the favorite soap for 
dishes, but was closely trailed in this 
classification by Rinso and P&G. 

Lux and Palmolive were first and 
second choices for both hand and 
face soap, while the third largest 
groups preferred Ivory for the face 
and Lifebuoy for the hands. More 
than twice as many women used 
Lifebuoy for the bath as indicated 
a preference for the second choice, 
Lux. 

Eight readers out of ten liked Ko 
tex better than any other sanitary 
napkin. Modess was the only other 
product in this classification which 
stood out from the crowd. 

Among the other classes of prod- 
ucts covered by the questionnaire 
were toothpastes, face powders, face 
creams, mouth washes, food products 
and medical products. Particularly 
interesting results were obtained i? 
answers to questions on the favorite 
uses of certain food products, such 
as cheese and condensed milk. 


Billings Promoted 
Edmund Billings, sales manager 
Godfrey L. Cabot, Inc., Boston, mane 
of carbon black, has been electéé 
vice-president. 


Ness Goes to KMTR 


John F. Ness, formerly with the 
Los Angeles Times, has joined sta- 
tion KMTR, Los Angeles, as ™ma™ 
ager. 
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THE omen’s CHOICE! 


y ) 
® — women prefer its superior news 


and features, the Chicago Tribune is the pre- 
ferred advertising medium of Chicago depart- 
ment stores and specialty shops, which place 
more advertising in the Tribune than in any 
other newspaper. If you seek the patronage 
and good will of the women in. this sreat 
market, concentrate your advertising in the 
Tribune. A representative will be dlad to give 
you the complete facts. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


DURING THE FIRST QUARTER of 1034, the up- 
stairs departments of Loop (downtown) department stores placed 
more furniture and household goods advertising in the Tribune 


than in any other Chicago newspaper. 


LO REACH WOMEN of qualified buying power, the up = 
stairs jewelry and silverware departments of Loop (downtown) 


department stores during the first three months of IQ34 placed 


AHEAD! During the first three months of 1934, the Tribune 


> printed more total department store advertising (Loop and outlying) 
more advertising in the Tribune than in all other Chicago news- 


than any other Chicago newspaper. 
Papers combined. 
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ADVERTISING AGE 


May 5, 1934 


ROARING GUNS 
GIVE GILMORE 
NEW OIL THEME 


‘Controlled Power’’ Is Basis 
Of Big Campaign 


Los Angeles, Cal., May 3.—One of 
the largest and most comprehensive 
campaigns in the history of the Gil- 
more Oil Company, Los Angeles oil 
concern, was launched here last 
week. The purpose of the huge sell- 
ing drive is to acquaint the motor- 
ing public with a new Red Lion gaso- 
line, which performs in principle like 
smokeless powder in a long range 


| Cadets Sample Controlled Power 


West Point Cadets studying the firing of one of the Army's l6-1nch Bar 
bette Guns at the Aberdeen, Md. proving grounds The Controlled Power 
cr used w this long range gun makes 

Onl Company engineers 
an even expan 
wston head for the 


> Y@ * \ 4 > 
full length of the stroke, makes super motor performance possible (adv 


gun, according to officials of the com- 
pany. 

The campaign got under way “with 
a bang,” so to speak, by utilizing 
unique human interest teaser copy, 
which combined news photos of army 
guns with explanatory captions in 
which the term “controlled power,” 
the designation applied to the new 
Red Lion gasoline, was featured. 

The teaser copy, in news photo 
style, showed the giant guns in ac 
tion and carried a caption describing 
the type of gun pictured; weight of 
shell used, range, explanation of prin- 
ciple of slow-burning smokeless pow- 
der, and how Gilmore engineers have 
applied it to Red Lion gasoline. The 
16-inch army gun at the U. 8S. Army 
proving grounds, the 16-inch howit- 
zer, and the 16-inch Barbette being 
tested by West Point cadets at Aber- 
deen, Md., were among those shown. 


Army Gives Permission 


The action pictures run in the 
teaser campaign were taken by the 
International News Service. Permis- 
sion was obtained from the news 
service and from the United States 
Army to use the pictures in connec- 
tion with the campaign. 

Immediately following the teaser 
advertisements, 1,450-line copy—in 
two colors where possible—was re- 
leased simultaneously in some 75 of 
the leading newspapers of the Pa- 
cific coast. These were followed by 
black and white advertisements, with 
additional half-page color efforts 
planned for this month. 

Along with the newspaper adver- 
tising an outdoor campaign utilizing 
more than 1,000 locations is being 
used. The posters capitalize on the 
Red Lion trade mark and show an 
immense red lion on a black back- 
ground. Other poster showings are 
being planned to follow through dur- 
ing the summer and fall months. 
Supplementing the poster display, de 
luxe painted bulletins have been 
erected on the principal arterial 
routes in Los Angeles, San Francisco, 
Oakland, Portland and Seattle. 

In addition, full pages in color in 
the Pacific coast edition of the Ameri- 
can Weekly are being used. 

During the first week 18 radio sta- 
tions carried specially made electri- 
cal transcription announcements con- 
cerning the controlled power features 
of Gilmore Red Lion gasoline. These 
announcements opened with repro- 
ductions made of big army guns fir- 
ing and the brief message put over 


in rapid fire news style by a specially 
selected announcer. 
To merchandise the advertising to 
Gilmore's organization and 
dealers, meetings were held in vari- 
ous strategic points, including Los 
Angeles, San Francisco and cities in 
the northwest. Talks were given by 
members of the Botsford, Constan 
tine and Gardner organization, which 
is directing the campaign, as well as 
men representing the army and navy 
and outdoor and newspaper advertis- 
ing specialists. An eight-page news- 
paper, outlining the campaign and 
showing color reproductions of the 
advertisements, posters, etc., was dis- 
played at these meetings. Every Gil- 
more dealer was also mailed a copy. 

The Gilmore Circus, a radio show 
which has been in progress for five 
years, is now on a personal appear- 
ance tour along the Pacific coast. The 
campaign is being tied in closely 
with this circus tour. 

The Los Angeles office of Botsford, 
Constantine and Gardner is in charge 
of the drive. 


sales 


ae 
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Clarify Rules 
On Advertising 
In Retail Code 


Washington, D. C., May 2.—New 
rulings of the NRA designed to clar 
ify that provision of the retail code 
entitled “Advertising and Selling 
Methods,” have been sent to the code 
authority for that trade. The rulings 
deal with the advertising of “no 
down payment,” “direct from manu- 
facturer to consumer,” and the pro- 
motion of “removal sales,” “bankrupt 
sales,” ete. 

In the case of merchants advertis- 
ing “No Down Payments,” the fol- 
lowing was the ruling: 

“It shall be considered an unfair 
trade practice for any retailer, sub- 
ject to the provisions of this code, in 
any advertisement and/or other form 
or forms of selling publicity, to use 
the phrase ‘no down payment.’ and/ 
or other phrase of similar or like 


meaning, unless each item of mer- 
chandise in the entire stock or class 
of merchandise offered for sale, to 
which the said advertisement and/or 
publicity is directed, may be pur- 
chased without any form of initial 
payment whatsoever, in every case, 
whether such payment be termed a 
‘deposit,”, a ‘down payment,’ or an 
‘interest charge,’ a ‘delivery charge,’ 
a ‘cost of delivery’ arrangement and 
‘advance on the “(first payment’ 
scheme, an arrangement whereby the 
purchaser is obliged to open an ac- 
count and pay a fee or charge for 
such service, or any other form of 
initial payment on or before the date 
of delivery.” 

It was added that when the re- 
tailer desires to limit such terms to 
any specific article, “such limitation 
must be set forth in a manner to 
clearly segregate and identify the 
items of merchandise so advertised.” 

Regarding the inclusion in adver- 
tisements of such announcements as 
“factory to you,” “direct to you,” or 
“buy from the wholesaler,” the rul- 


ing was that it is not permissible 
unless it is clearly indicated that the 
statement is intended to apply to al] 
the goods referred to in the adver. 
tisement, either by text or illustra- 
tion, or to the merchandise described 
in a segregated part of the adver. 
tisement. 

The use of such statements as 
“save one half,” or “fire sale,” oy 
“removal sale” in an advertisement 
was ruled to be a violation of the 
code unless they apply to all mer 
chandise in the advertisement or a 
segregated section of the advertise. 
ment. 


Radio Studios Merge 


Radio Release, Ltd., has taken over 
the activities of Radioscript Produc- 
tions and has moved its executive 
offices and studios to 1025 N. High. 
land Ave., Hollywood, Cal, 


J. W. T. Expands 


The Los Angeles branch of J. 
Walter Thompson Company has en- 
larged its offices in the Petroleum 
Securities Bldg. 


Youth responds 
to Po st covers 


Norman Rockwell — 


to me as an artist. 


“I wish I could state in words that were strong 
enough what The Saturday Evening Post has meant 


**The artist’s last and greatest reward is a measure- 
less gain in unknown friends. For this, artists have 
waited a lifetime—but never one who painted covers 
for The Saturday Evening Post. 


**My work for the Post has brought me more coms 
ment—more kindly comment—than anything else I 
have ever done. Certainly no other magazine can give 
an artist the pass-key to popular recognition in so 
many homes across the nation.” 


the club. They are the clerks 


HE ARTIST, Norman Rockwell, the 
advertiser, Whitman’s— they both 
speak the language of youth. And youth 
responds— when they speak it in the Post. 
For Post readers know no age level. 
They are college boys hurrying across 


the campus, business men lingering in 


platforms. 


you see 


on the subway, the executives you meet 
in the Pullman. They are the young 
mothers who air babies in the park, the 


grandmothers who make speeches from 


And they read the Post, they like the 
Post, because it talks their language. 
Talks the language of youth in sympa- 


thetic illustrations, outstanding fiction 
Talks the language of maturity in im 
portant articles, penetrating editorials. 


They want things, these people. They 
need things. And—witness the makers 
of Whitman’s Chocolates—they buy 
things they find in the advertising pag® 
of The Saturday Evening Post! 
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Erwin & Wasey 
Lose Peterson, 
Transfer Low 


Chicago, May 3.—Resignation of 
Ray N. Peterson as director of re- 
search for the Chicago office of 
Erwin, Wasey & 
Co., and transfer 
of Charles Low to 
the Chicago office 
as marketing di- 
rector were an- 
nounced this 
week. Mr. Peter- 
son severed his 
eight years’ con- 
nection with 
Erwin, Wasey & 
Co., to join the 
advertising and 
sales department 
of the Minnesota Valley Canning 
Company, maker of Del Maiz Niblets 
and Green Giant Peas at Le Sueur, 


Ray H. Peterson 


Minn. The company has been an 
Erwin, Wasey client for three years. 

Mr. Peterson’s colleagues tendered 
him a farewell dinner at the Illinois 
Athletic Club Friday night. 

Mr. Low has served as counsel on 
sales planning and goods display for 
Erwin, Wasey & Co. for two years. 
It is not known whether he will add 
the duties of research director to his 
work as marketing director. 


Campaign for 
New Chevrolet 
Line Postponed 


Detroit, Mich., May 3.—With their 
immediate campaign confined to out- 
door posters appearing in approxi- 
mately 6,000 cities, Chevrolet Motor 
Company has announced the addition 
to its 1934 line of a new Standard 
Six, “the world’s lowest price six- 
eylinder car.” 

The campaign originally planned, 


embracing an extensive list of maga- 
zines and newspapers, which was 
scheduled to be released April 14, 
according to Campbell-Ewald Com 
pany, has been indefinitely postponed 
due to the rapid consumption of the 
new line and the inability to build 
up dealer stock. The campaign, sud- 
denly called off the day prior to the 
release date, will be put into opera- 
tion at some later date, agency offi- 
cials stated. 

The addition makes available four 
new models, two closed and two open, 
in the 1934 line, with prices ranging 
from $490 for the sport roadster, to 
$520 for the two-door sedan. 

Other models include the phaeton 
at $520 and the coupe at $510. The 
cars are $85 to $95 under correspond- 
ing models of the Master Chevrolets 
and list considerably under any 
other six on the market. 


Raises Guarantee 

The Farmer, Toronto, has issued a 
new rate card which includes a cir- 
culation guarantee of 100,000 A.B.C. 


... and youth 


Cleveland Labor 
Disputes Aired 
In Advertising 


Cleveland, O., May 3.—Newspaper 
readers here are finding new diver- 
sion in the advertising columns since 
various organizations affected by the 
industrial feuds raging here have 
taken to paid space to tell their 
stories to the public. 

Within the past week the oil com- 
panies maintaining stations in the 
Cleveland territory, the Fisher Body 
Division of General Motors, and the 
“company union” of Standard Oil of 
Ohio have all taken large space to 
present various angles of the con- 
troversy which has disrupted service 
at filling stations and has also tied 
up many industrial plants, 

First to resort to advertising were 
the oil companies, who took a full 
page to reproduce a letter received 
from the Petroleum Truck Drivers 


responds to Post 
advertising 


by Whitman's 


“WE’VE PROVED IT!” SAY STEPHEN F. WHITMAN & SON, INC. 


“The Saturday Evening Post is the one really outstanding adver- 
tising medium. We've been proving that fact annually for 24 years. 

**Two factors of unequalled potency are combined in the Post— 
the largest and most influential body of readers—and, among 
them, the widest variety of representative American retailers, 
merchants who understand and respect the real power of the Post. 


“Whitman Candy advertising began in the Post in 1910. Today 
Whitman’s Sampler is the world’s best known package of quality 
chocolates, with the largest sales from coast to coast. We do not 
hesitate to give the power of the Post full credit for doing for us 
what the wiseacres and skeptics once said was ‘impossible in 


the candy industry.’ ” 


bf 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


pat 


‘AN AMERICAN INSTITUTION” 


TURDAY EVENING POST 


OLD FAMILIAR CRY 


For those 
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Anheuser-Busch re-enters the lists 
with this internationally-flavored 
newspaper copy. 


and Helpers Union, Local 545, and 
their reply, together with Section 
7-A of the national recovery act. The 
advertisement was signed by twelve 
oil companies servicing the city. 

Next came a five-column advertise- 
ment signed by the Cleveland Sohio 
Unit Council, the “company union,” 
challenging the reported statement of 
Phil Hannah, secretary of the Gaso- 
line Station Operators’ Union, that 
the union represents 70 per cent of 
the Sohio attendants. 

At the bottom of the advertisement 
a small box said: “We have asked 
the Standard Oil Company of Ohio 
to publish this advertisement in 
Cleveland newspapers and to pay for 
its publication.” 

On April 27 the Fisher Body Di- 
vision of General Motors used a full 
page in local dailies to publish “a 
statement to our employes and to 
the public,” in which the demands 
of the union for a 30 per cent wage 
increase were termed “exorbitant,” 
and it was pointed out that the clos- 
ing of the Cleveland plant necessi- 
tated by the strike, threw nearly 
9,000 employes out of work and de- 
prived them of approximately a quar- 
ter of a million dollars in weekly 
wages. 


Add Sections to 
Fashion Group 


New York, May 3.—Two new sec- 
tions, one devoted to advertising and 
promotion and the other to cosmetics, 
have been formed by The Fashion 
Group. Women widely known in 
fashion, advertising and promotion 
and cosmetic work will participate. 

The advertising and promotion 
section is in two divisions under co- 
chairmen, Estelle Hamburger, ad- 
vertising manager of Jay-Thorpe, is 
chairman of the group devoted to ad- 
vertising, agency and radio activities. 
Clare Elliott, N. W. Ayer & Son, Inc., 
is vice-chairman. Hazel Sadler of 
Arthur Rosenberg Company, is sec- 
retary. 

The other group, devoted to pro- 
motion activities, is headed by Mrs. 
Tobe Davis, president of Tobe, Inc.; 
Mary Cookman, Abraham & Straus, 
vice-chairman, and Mrs. Dorothy Kal- 
man, Hearst Newspapers, secretary. 

Mrs. Irene Sims, Percival K. Frow- 
ert Company, Inc., is chairman of the 
cosmetic section. Vice-chairman is 
Mrs. Grizella Fowler, Pedlar & Ryan, 
Inc. 

Julia Coburn, fashion editor of the 
Ladies’ Home Journal, presided over 
the initial meeting of the advertising 
and promotion section, while Mrs. 
Margaret Dargan, R. H. Macy & Co., 
had charge of the cosmetic section’s 
meeting. 


“Market Research” Starts 


The Market Research Corporation 
of America, Rockefeller Center, New 
York, will publish Market Research, 
a monthly magazine, which will pro- 
vide news of surveys and develop- 
ments in market research. 


Broadcast “Vanities” 


The Bi-So-Dol Company will spon- 
sor broadcasts of Everett Marshall’s 
Broadway Vanities over WABC-Co- 
lumbia Wednesdays at 8:30 p. m. 
EDST. 
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ADVERTISING AGE 


May 5, 1934 


MOVIE TIE-UP 
IN NEW DRIVE 
FOR OLD GOLD 


New York, May 3.—A new series 
of Old Gold cigarette advertisements, 
with a motion picture star tie-up, 
was launched this week by P. Loril 


lard Company through Lennen & 
Mitchell, Inc. 
It is the second series in Old 


rold’s resumption of newspaper ad- 
vertising. After nearly a year’s ab- 
sence from newspapers, the firm ran 
its first series beginning early in 
February. This was comprised of ten 
advertisements of 750 lines built 
around the “you’re an old Smoothie” 
theme. 

The new series represents an in- 
crease in Old Gold newspaper adver 
tising. The advertisements run over 
1,000 lines each and the newspaper 
list has been increased, 

The first advertisement quotes a 
question asked by Adolphe Menjou 
and gives the company’s reply. Illus- 
tration was a photograph of Menjou, 
an Old Gold smoker since 1928, silk- 
hatted and smiling his prettiest. 
Menjou was one of the prominent 
personalities featured in Old Gold’s 
blindfold test some five or six years 
ago. 

Open Letter to Menjou 

The slogan of the first 1934 series, 
“America’s Smoothest Cigarette,” is 
repeated. Menjou’s question on why 
Old Golds are easy on the throat, cool 
and biteless, formed the headline. 
Lorillard’s reply is tolerant of other 
cigarette makers’ claims: 

“Dear Mr. Menjou:— 

“As you know, there are many in- 
teresting arguments in the cigarette 
advertisements. But, after all, the 
proof of a cigarette, like a pudding, 
is in how it tastes. 

“We could tell you that Old Gold 
tobacco is picked from the heart of | 
the stalk (and we did tell you that | 
years ago). We could tell that 


you 


AN OPEN LETTER TO ADOLPHE MENJOU 


Golds 


Adelphe Mraion has vmebed Old Golds 
Brovatly be anted as the 
Here's oar reply 


“Why are Old Golds so easy on the 


throat...so cool and biteless ? 


**§ Tlobphe Menf: 


Dear Mr 


Menjou: = 


wae 10208 
ahere qarihee ebeet O14 


tell yew thar Od Gold ohare le 


wcad 


hed foo the heart of the stalk (and 


os bedang eacepewoaal throat-ease! 


Semecry, 
P. LORILLARD COMPANY, INC. 
i - 


PS —The net of ic, Me. Menjon, is simply chie: 
Me beter rebecen grows then is weed ln Ol 
Gold And Ws pure. That's why Old Golds ore 
eoey on the THROAT ond manvet 


auwenica’s Soothest croantrvs 


Old Gold answers one of Mr. Menjou's questions in this current news- 
paper advertisement, the first in a new campaign. 


it’s picked sun-ripened...and then 
aged to mellow perfection. So rich 
in natural flavor it needs no artificial 
flavoring. 

“But are WORDS important... 
when Old Gold gives you everything 
you like in a cigarette, including ex- 
ceptional throat-ease?” 

A post script tells Mr. Menjou that 
“no better tobacco grows than is used 
in Old Gold,” that it is pure and that 
this is the reason why the cigarettes 
are “easy on the throat and nerves.” 


Credit for Props Given 

In the previous series, Lorillard 
reciprocated with makers of other 
merchandise by printing courtesy 
lines under the illustrations em- 
ployed. When a piano was prominent 
in one illustration, for example, the 
courtesy line gave the maker a boost 


in Old Gold copy carrying the pic- | 


ture. This was in return for lending 
the instrument. A typical line read: 
“Piano, courtesy of Wm. Knabe & 
Company.” 

At least 
tiser, John 
done this 


one other national adver- 
H. Woodbury, Ine., has 
recently. A winter sport 


How's business 
in Detroit? 
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Detroit papers combined? 


The Detr 


New York 
I. A. KLEIN, INC. 


© Automobile production 
equals 1930 figures 

© Employment equals 1930 

® Retail sales 15% to 53% 
higher than 1933 


The weekly payrol! in Michigan’s plants is $10,000,000. 
The Detroit trading area contains 48% of Michigan’s popula- 
tion and 57% of the wage earners. 
prosperity with a campaign in Detroit’s acknowledged adver- 
tising medium, which carries as much advertising as both other 


THE HOME NEWSPAPER 


Member Major Market Newspapers and Metropolitan Sunday Papers 


It’s time to sample Detroit 


oit News 


Chicago 
J. E. LUTZ 


illustration using borrowed bobsled 
and costumes had a courtesy line fea- 
turing the Lake Placid Club, lender 
of the sled, and Abercrombie & 
| Fitch, who furnished the costumes. 


Traffic Flow 
Maps Used to 
Aid Salesmen 


Milwaukee, Wis., May 3.—An_ un- 
|; usual method of merchandising the 
outdoor showing throughout Wiscon- 
|} sin which is now being used by Qual- 
ity Biscuit Company on behalf of its 
| Club Crackers, has been developed by 
| Hoffman & York, Quality agency. 
| Full color reproductions of the out- 
door displays, the first outdoor adver- 
_tising ever used by the company, are 
made up in 20 by 94-inch size on 
| heavy cardboard, and are used by the 
company’s salesmen as tangible evi- 
|dence of the type of advertising put 
| behind the product. 
To make the argument more effec- 
| tive, the back of the card contains a 
| planographed reproduction of a traffic 
flow map for the town in which the 
salesman is working, together with 
the size of the daily traffic. 

For example, cards used by sales- 
;}men in Milwaukee contain a_ traffic 
flow map of this city, with the nota- 
tion that the Milwaukee traffie flow 
is 1,756,504 persons daily. “Now Club 
Crackers are on the boards,” a legend 
below the map says. “See the other 
| side for the poster now showing to 
your customers every day.” 


The card also gives seven reasons 
|‘‘why Club Crackers by Quality have 
made good volume specialty,” 
among which advertising, “bright, 
| modern packaging,” store demonstra- 
| tions, and counter cards and window 
| displays are prominently featured. 
|} Similar 20-inch reproductions of 

posters, without the traffic flow maps 
and sales arguments on the back, are 
supplied to dealers for use as counter 
display cards. 


as ia 


40 Join Chicago 
| Women’s Ad Club 
Forty new members were wel- 


comed into the fold of Women's Ad- 
vertising Club of Chicago at a meet- 
}ing held at Chicago Woman's Club 
| May 1, which was attended by more 
than 200 members and guests. 

Mary Coffey, president of the 
ganization, presided at the meeting, 
While arrangements and. entertain- 
ment were taken care of by Helene 
Poeblman, chairman of the member- 
ship committee. 


or 


Coffey Transferred 
Jack C. Coffey. for six years with 
the advertising and sales promotion 


departments of Frigidaire Corpora- 
tion, Dayton, O., has been trans- 
ferred to St. Louis, where he will 


be in charge of sales promotion and 
advertising for that territory. 


To Paris & Peart 
P. C. Fox, formerly with J. Walter 
Thompson Company, New York, has 
joined the copy staff of Paris & 
Peart, New York. 


GIANT NEW WLW 
TRANSMITTER IS 
PUT IN SERVICE 


‘Nation's Station’ Operates 
On 500,000 Watts 


Cincinnati, O., May 3.—An impor- 
tant step forward in broadcasting oc- 
curred here at 9 p. m. EST last night 
when WLW, owned and operated by 
the Crosley Radio Corporation, went 
on the air for its first regular broad- 
cast, using its new 500,000-watt trans 
mitter, the most powerful ever built. 
It had previously used 50,000 watts, 
which heretofore has been the great- 


est power allowed by the federal 
radio commission to any station in 
the United States. 


Officials of WLW, “the nation’s sta- 
tion,” declare that judging from re- 
ports received during the several 
months while experimental broad. 
casts with the greatly increased 
power were being made, it is not un- 
reasonable to believe that under 
favorable conditions and with a good 
radio receiver, the station may now 
be heard almost anywhere in the 
world. 

Construction of the new transmit- 
ter involved a cost of more. than 
$400,000, not taking into account the 
cost of the 50,000-watt transmitter 
which it supersedes. In contrast to 
the half-million watts now available 
to WLW, the next most powerful sta- 
tion in the world, in Russia, is said 
to use 300,000 watts, and the third 


- 


largest, in Mexico, uses 75,000 watts. 
Unusual Antenna 


A feature of the huge new plant is 
the 831-foot high vertical radiator 
antenna, a distinct departure from 
the traditional type of antenna, 
which consists of copper wires 
stretched parallel between two 
towers, 

With the old type of antenna it is 
said that a large part of the elec- 
trical energy released flows directly 
upward and is lost, thus reducing the 
strength of the station signal, 
whereas with the vertical antenna 
the broadcast waves radiate parallel 
to the earth’s surface. 

Inaugural use of the 
mitter last night 
gala program featuring a great array 
of artists and notables in the radio 
world. Single-column advertisements 
on the radio pages in leading cities 
announced the premier, and urged 
listeners to “tune in to 700 kiloeycles 
and enjoy the thrill of this opening 
of the greatest new chapter in mod- 
ern radio.” 

Operation of the giant transmitter 
recalls the meteoric rise of WLW in 
the radio world, from its humble 
beginnings in 1921, when Powel Cros- 
ley, Jr., launched the station with a 
20-watt transmitter, through its suc- 
50, 500 and 5,000- 


new trans- 


cessive stages as a 


watt station, until on May 25, 1928, 
the federal radio commission author- 
ized the station to construct an ex- 


perimental 50,000-watt transmitter. 


Has Three Stations 
Five months later the new trans- 
mitter was put into service in a new 
building erected at Mason, O., to 
house WLW and WSAITI, which sta- 
tion had shortly before been taken 
over by Crosley Radio Corporation 
from United States Playing Card 
Company, which built it in 1925. 
WSAT is still operated by Crosley 
regional station, and the com- 
pany also operates WSXAL, a short 
wave station of 10,000 watts. 
Mr. Crosley has been a consistent 
advocate of increased power for 
radio stations, contending that only 


as a 


through sufficient power could the 
difficulties of static and unsatisfac- 


tory atmospheric conditions be over- 
come. The early belief that greater 
power causes interference with other 
broadeasting stations has been defi- 
nitely disproved, it is said, and “lis- 
teners may now expect a definite all- 
round improvement in reception 
without any sacrifice in any way.” 


was marked by a| 


Court Order nj 
Stops Use of 
Advertising 


Chicago, May 3.—-The power ot 
advertising as a business force was 
recognized by the superior court ot 
Cook County late last week when 
the court issued a temporary injun 
tion restraining a manufacture) 
from advertising a line of merchan 
dise until litigation concerning this 
merchandise is finally ended, while 
at the same time specifically allow 
ing the defendant to continue manu 
facturing and selling the line. 

The unusual injunction was given 
in the case of Rock-Ola Mfg. Cor 
poration vs. Genco, Inc., both parties 
being Chicago organizations manu 
facturing and selling coin operated 
baseball games. In bringing its ac 
tion, Rock-Ola Mfg. Corporation 
alleged unfair trade practices on the 
part of its competitor. 

In issuing the injunction, pendent: 
lite, the court restrained the defend 
ant “from selling the machine called 
‘Official Baseball’ through the means 
of advertisement or written state 
ments heretofore published by them; 

“From selling, distributing or de 
livering any of said machines on 
orders heretofore received by them. 
or renewals of such orders, by rea- 
son of such unfair competition and 
such advertising and publication; 


Manufacture and Sale Allowed 


“From advertising or publishing, 
either directly or indirectly, in any 
manner, the manufacture, sale or 
distribution of said machines as at 
present constituted or with any 
changes therein which do not sub- 
stantially affect its present form. 
Nothing in this clause contained 
shall prohibit the manufacture, sale 
and distribution of said machine 
without the advertising and publica 
tion hereby restrained.” 

Following the preliminary hearing 
which resulted in the temporary in- 
junction outlined above, the case was 
turned over to a master, who began 
the taking of evidence today. Com- 
pletion of the master’s report and 
final disposition of the unusual case 
is anticipated within two weeks. 


Mystery Cruise 
Adds Interest 
To Sales Drive 


Detroit, Mich., May 3.—Spurred 
onward by the promise of a mystery 
cruise, the Kelvinator Corporation 
sales organization is engaged in a 90: 
day sales drive which is expected to 
make history for the refrigerator 
manufacturer. 

The drive, running from April 15 
to July 15, is the high point in a 
contest whereby Kelvinator distribu 
tors will be entitled to send one sales 
representative on the mystery cruise 
tor each thousand cubic feet of 
luxe Kelvinator refrigerator capacily 
sold between Oct. 1, 1933, and June 
30, 1934. 

Separate contests will enable 
country’s outstanding distributors. 
divisional sales managers and whole 
sale men to win passage also, and 4 
wide variety of minor awards will 
likewise be presented to 
who fall short of national honors 

The cruise, to last a week, is sched 
uled for early in August. Guests will 
be kept in the dark as te the ships 
destination until that destination is 
actually reached. 


de 


the 


salesmen 


Campbell to Lowell 


Raymond Campbell, who 
with Calkins & Holden, N. 
& Son, American Magazine. 
mond Campbell Company, 
ers’ representative, has joined the 


has been 
W. Ayer 
and Ray 
publish- 


Mortimer Lowell Company, ‘Ne* 
York ageney, as vice-president an 
account executive. 
. 
Two Join Agency 
Me: 


Harold Stansbury has joined 
Cann-Erickson, Ine., Chicago. as "i 
count manager, and Bradley P. Wi 


liams has been named head of the T® 
search department. 
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BECAUSE OF THIS EDITORIAL JOB 


ETTING TOGETHER — and holding month after month — 

the largest subscriber-audience of plant management and 
operating men to be had in any single business paper—calls for an 
editorial service built specifically for these men. This kind of editor- 
ial job Factory Management and Maintenance is delivering. Ade- 
quately and authoritatively, Factory Management and Maintenance 
gives plant management and operating men articles and material 
which can be applied to their problems — plant-tested material 
written by experienced plant men, that they can put to work in 
their own plants. It is edited for these men throughout manufac- 


turing, regardless of the product manufactured — pooling the best 
ideas and methods for the benefit of all its readers—without ac- 
centing the technique of any specific type of manufacturing. An 
examination of a copy of Factory Management and Maintenance 
—alone or in comparison with other business papers—will give a 
striking explanation of why more plant management and operating 
men read Factory than any other business publication. It will 
explain why this editorial job is bought, paid for and used by the 
men in charge of plant operation. 


AN ARTICLE MUST JUMP THESE 
HURDLES TO “MAKE” FACTORY 


Articles are found in FACTORY only 
when they contain information which can 
be used and put to work in the plant— 
and their authenticity, originality and 
factual basis must be established to the 
complete satisfaction of the editors. 


a 


IS IT USABLE? 


Which means that articles of ordinary 
news value, or of a general nature, are 
out. FACTORY conveys, editorially, 
usable answers to operating problems. The 
problems of manufacturing in most plants 
boil down to the two primary questions, 
“How can we make the product better?” 
and “How can we make it at a lower 
cost?” Material published in FACTORY 
comes as close to having a bearing on 
these questions as we know how to make 
it. The greater part of editorial material 
definitely pertains to cutting manufactur- 
ing costs, with specific experience data 
based on actual plant practice. 


— 


oe 
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IS IT PLANT-TESTED 2 


There is little room for mere theory in 
FACTORY. Experience, plans and meth- 
ods gathered from 146 industrial plants 
appeared over a 12-month period. 


= 
{ 

n 

f = 

if f] 


WHO WROTE IT? 
Articles in FACTORY are written largely 
by men in industrial plants out of their 
Own experience. More than one hundred 


operating men in industry contributed 
Original material over a 12-month period. 


a il 


NEW... NO REHASHES 


FACTORY delivers original material. The 
reader buys the service which he expects 
be not only useful but not procurable 
elsewhere. 
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BRIEF AND BALANCED 


en concerned with the cold practicalities 
dor operation have no time for in- 

ed articles. Major articles in FAC- 
ORY average not over 2,500 words, with 
serine reading time. Short articles 
ey: ¥ 300 words and less. Illustrations 
Cac atts are used to save time and 
‘tity the material. 


No function of plant operation Zs overlooked Piant operation, 


in its many phases, is the job of these men who buy, read and use FACTORY. Obtaining a new and higher 
order of manufacturing and operating efficiency, in the face of today’s requirements, is their big responsibility. 
How to improve the product, how to reduce production, maintenance and operating costs, are the definite pro- 
blems they must solve today. 

Serving this group editorially is a big order. A mediocre, misfit editorial service can’t do this job — nor 
can editorial that is many things to many people. It means a constant searching of industry for the latest devel- 
opments, the newest methods—with the ever-present qualification that whatever appears in FACTORY must be 
generally applicable, yet sufficiently specific to be put to work in any plant. 


From major articles by such practical men as these — 


CHARLES H. HATCH, Vice-President, Miller Franklin Co. .. . W. C. OTTO, Comptroller, The Wahl Co. 
... J. S. HERNLUND, Chief Engineer, Ditto Inc. . . . FRANKLIN H. FOWLER, General Manager, Foote 
Bros. Gear & Machine Co. . . . WALTER P. CAHILL, Works Manager, Graton & Knight Co. . .. J. G. 
COFFIN, Technical Director, General Baking Co... . H. W. LORMOR, Works Manager, Willard Storage 
Battery Co. . . . ALFRED VAKSDAL, Plant Engineer, Corning Glass Works . . . HOWARD TILSON, In- 
dustrial Engineer, A. G. Spalding & Sons . .. F. J. WHITE, Superintendent, Fisher Flouring Mills Co. . . . 
WILLIAM CONROY, Production Manager, Link-Belt Co. . . . ROBERT W. DRAKE, Mechanical and Elec- 
trical Engineer . . . VICTOR HANSON, Research Engineer, The Mechanical Power Engineering Associates . . . 
ALLEN K. WOLFE, Engineering Dept., Allen-Bradley Co. . . . WM. C. BETZ, Master Mechanic, The Fafnir 
Bearing Co. . . . (More than 90 men, of whom the above are typical, contributed articles within a span cf 
only twelve issues.) 


Come successful methods, plans and results such as these — 


Smart management brings tropical climate to New Jersey in new air-conditioned plant to make famous Coronas 


better at lower cost .. . 130,000 bearings to lubricate; new plan saved 67% on lubrication bills . . . $15,000 
saved rehabilitating power equipment . . . New power drive keeps company in business. Why and how... 
Plant doubles output with conveyors ... New mill and methods open new markets . . . Obsolete steam plant 


junked; payoff in less than two years . . 
into profit . 


. Plant, people and products reorganized; off season loss converted 
. . Quarter million dollars in new equipment and facilities saved million a year . . . New de- 
sign, materials, manufacturing methods, yielded amazing new sales volume . . . $40 month saved by correcting 
over-motoring . . . Costs of 75 different operations reduced through new methods . . . Time study cuts idle 
machine time and sells new and more efficient machines and material-handling equipment . . . Employee plan 
controls unit costs . . . Air conditioning improves product, working conditions, costs . . . Employee efficiency 
plan restores salary cuts . . . New storeroom methods cut shipping costs . . . Organized maintenance pays 
returns . . . Smoothing power peaks for low power bills . . . Welding methods that set new low costs .. . 
New layout and conveyor cuts inventory by half, piece part investment 70 per cent, manufacturing interval 87 
per cent . . . New power drives that reduced costs . . . How meters save money . . . 86% increase in pro- 
duction plan . . . Replace and regroup motor controls to lower manufacturing and maintenance costs . 

Avoiding friction’s toll results in savings . . .How power costs can be reduced . . . Unit costs showed 20 per 
cent savings as one plant is remodeled and modernized to handle what once was a two-plant layout. 


Not theory... but plant-tested in plants like these — wan... 


DITTO ... KELLOGG . .. E. F. HOUGHTON ... LIBBY-OWENS-FORD .. . NORTH & [| 2) 
GENERAL ELECTRIC . .. LINCOLN ELECTRIC . . . WEYERHAUSER TIMBER ... CARBORUNDUM ... 
FAFNIR ... CHEVROLET .. . WESTINGHOUSE .. . ALLEN-BRADLEY . . . INDUSTRIAL RAYON ... 
PRATT & WHITNEY ...SCOVILL MFG. ... WILLYS-OVERLAND ... RELIANCE ELECTRIC... 
A. C. SPARK PLUG . . . HOLTZER CABOT .. . HOOVER STEEL BALL ... LINK-BELT . .. GORHAM 
. ROCKWOOD .. . FISHER FLOUR MILLS . . . FOOTE BROS. ... BELDEN . . . GLOBE UNION 
... LIQUID CARBONIC ... AMERICAN HARD RUBBER ... CROSLEY ...G. EDWIN SMITH .. . 
SUN TUBE .. . CLEVELAND GRAPHITE BRONZE... JEWEL TEA... DuPONT VISCOLOID ... 
A. G. SPALDING .. . SWIFT .. . WARNER & SWASEY . . . GOODRICH . . . CHASE BAG 
CORNING GLASS ... PITTSBURGH PLATE GLASS. ..GENERAL BAKING. ..GRATON & KNIGHT 
... REPUBLIC STEEL... WILLARD BATTERY ... REMINGTON ARMS... . CONTINENTAL CAN 


asc FACTORY MANAGEMENT xo MAINTENANCE a2 


330 West 42nd Street A McGRAW-HILL PUBLICATION _ New York City 


¥& Which is another reason why FACTORY MANAGEMENT AND MAINTENANCE is the first paper in the general 
manufacturing field—both in paid circulation and advertising. 


AND ALSO: 


In the last twelve issues of FACTORY 
MANAGEMENT AND MAINTENANCE 
a total of 138 major illustrated articles 
appeared. These alone gave FACTORY’S 
audience of plant operating men a total 
of 359 pease of material covering all 
phases of plant operation. 


142 shorter articles, totaling 55 pages, 
were also carried. 
But in addition, the following features 


and departmentals were an important part 
of this unusual editorial service. 


NEW EQUIPMENT 


Under the heading “Equipment News” 
appear descriptions of the most recent 
developments in manufacturing equipment 
and machines. Not all material received 
is published—only that which is new. In 
the last twelve issues, 386 new products 
were described. 


NEW METHODS AND PRODUCTS 


In addition to the above, FACTORY 
editors search out the many new processes, 
materials and products that are constantly 
appearing. These are edited into short, 
meaty paragraphs and appear under the 
heading “You Want to Know.” 301 of 
these appeared in the last twelve issues. 


QUESTIONS AND ANSWERS 


This department is the clearing house for 
the many problems of operating detail and 
their solution. Readers contribute the 
answers—as well as the questions. Each 
issue contains from two to five pages of 
this material. 


DATA SHEETS 


Factual material in tabulated or statistical 
form appears regularly in the form of 
Data, Sheets. Practically every issue con- 
tains from two to four pages of this 
material. 


PROGRESS IN PICTURES 


Full pages, composed of several illustra- 
tions, which combine many angles of a 
phase of plant operation into a composite 


picture. 
EDITORIAL 


Even to the editor’s “own page,” the policy 
of printing only that which is usable is 
followed. Editorial in FACTORY takes 
the form of interpreting legislation, events 
and movements in terms of their possible 
present and future influence on plant 
operation, 


TRADE LITERATURE 


Acquainting plant operating men with the 
most recent of trade literature releases con- 
cerning new equipment and materials is 
the purpose of this department, which, 
over twelve months, has carried 336 such 
items. 
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May 5, 1934 


The new 500,000 watt WLW transmitter is housed in 


the transmitter building 


in the left foreground 


(right). The spray pond forms a part of the cooling 
system through which is pumped 1,000,000 gallons of 


water daily to cool the vacuum tubes. 
vertical radiator antenna is also shown. 


The 831-foot 
(Above) 


Powel Crosley, Jr., makes the final inspection of the 
base insulator which supports the 420-ton weight of 
the 831-foot vertical radiator type antenna. 


Increase from 50,000 to 500,000 watts makes WLW the world’s most 
powerful commercial broadcasting station—ten times more powerful 
than any other station in the U. $.—with tremendously increased 
effective range and an audience increased many times. 


INE o'clock P. M., East-| 


ern Standard Time. . 
May 2, 1934...drama.. 
drama born of the dream of 
a pioneer in radio! Drama 
created in a single phrase... 
WLW, 500,000 watts, is on 
the air! 


Out into the night, and 
across unbounded expanse, 
was hurled this phrase . . . as 


fast as light . . . with the}: - 
speed of thought . . . hurled. 
by a Colossus . . . an unseen | 


giant, whose vitals were a 
maze of wires... whose brain 


.|was almost inconceivable to 
.| the reasoning of man! 


was a bankof glowing vacu-| 


um tubes and whose strength 


Ten Quadrillion! Fifty 
Quadrillion! Seventy Quad- 
rillion times this phrase had 
been amplified before it was 
finally put on the air by a 
modern miracle . . . radio’s 
greatest achievement . .. the 
materialization of a dream 
. the new 500,000 watt 


transmitter of Station WLW, | 
Cincinnati, Ohio . . . owned) 
and operated by The Crosley 


Radio Corporation. 
Back in 1921 a little 20. 


watt transmitter operated 
from time to time under the 
call letters 8CR. It first 
made its voice heard from 
the experimental laboratory 
in the home of Powel Cros- 
ley, Jr., in Cincinnati. In 
1922 its voice was silenced 
and a new 50 watt trans- 
mitter, to which had been 
assigned the call letters 
WLW, was introduced cere- 
moniously from the then 
small Crosley plant. 

In 1922 this 50 watter was 
front page news... in 1934 


the Crosley 500,000 watter 


is front page news! 


First Regular Broadeast of New 
300.000 Watt Radio Station WLW 


Speeches from the lips of 
the mayor and other promi- 
nent Cincinnati officials 
ushered in this undreamt 
miracle of 50 watts in 1922. 
At times listeners two hun- 
dred miles away were hearing 
the Crosley station! Un- 
believable! Many laughed! 
Hardware stores were already 
beginning to stock radio 
parts. Crosley had already 
entered the business of man- 
ufacturing radio receiving 
sets. The new 50 watt 
WLW was to provide pro- 
grams for them. 


There was static in those 
days just as there is now. 
A feeble 50 watts could not 
do much against atmospheric 
disturbances. Static elimi- 
nators were talked about and 
then was born in Crosley’s 


mind the idea of using more 
power . . . more and more 
power to cut cleanly through 
static and man-made forms 
of electrical interference. 


WLW’’s first studio housed 
this 50 watter, its operator, 
the artists, and the President 
of the company himself who 
at first did the announcing. 


A few months later WLW 
stepped up its power to 500 
watts, then equal in power to 
any broadcasting station in 
the country. More celebrat- 
ing . . . fewer laughs . . - 
radio was becoming a serious 
business! Unbelievers were 
being converted! It looked 


then for a while as if broad- 
casting stations everywhere 
‘would be limited to 50 
watts . . . Mere local sta 
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Eight elaborate and sound-proof studios, 
one of which is shown above, are main- 
tained on the top floor of the Crosley 
building for the new 500,000 watt 
WLW. 


tions . . . never mind those 
who lived in rural communi- 
ties. Then came into being 
the term “‘super-power”.. . 
quite a bone of contention at 
one of the early radio con- 
ferences in Washington. 
Crosley was one of the 
strongest advocates of the 
attempt to use 5000 watts. It 
was finally decided in Wash- 
ington to permit the use of 
such power experimentally. 


One evening in 1925 radio 
listeners wondered what had 
happened to WLW. They 
listened to a new station. 
The first of the 5000 watters 
was so loud, so clear, that 
they had to turn the volume 
control down. WLW was 
dedicating the first 5000 watt 


| super-power transmitter... 
the most powerful regularly | J 


|tions. An income to radio 
stations meant an ability to 
pay for talent. Paid talent 
| meant a definite improve- 
‘ment in the quality of pro- 
‘abamee. WLW had already 
acquired its first paid staff 
orchestra, new studios, fewer 
drapes, more ventilation. 
Listeners appreciated the 
vast improvement in WLW 
programs. Sponsors appre- 
ciated the increase in sales 
even in 1925. 


50 watts ...500 watts... 
5000 watts. 


that ten-fold increase again? 
Important radio engineers 
were doubtful. That former 
unfounded fear of super- 
power again became preva- 
lant. But those same listen- 
ers needed better service .. . 
advertising sponsors de- 
served a greater coverage for 


... Crosley fought .. . and 
on May 25, 1928... Crosley 
won! 


operated broadcasting sta-| EAM 


tion in the world. 


Studios were still in Cin- 
cinnati . . . but what was 


this talk about the trans-| Same 


mitter being in Harrison, 
Ohio? Why wasn’t it in Cin- 
cinnati? That was another 
step in the progress of radio 
broadcasting . . . the first 
transmitter to be located in 
an isolated spot to avoid 
interference in thickly popu- 
lated areas . . . the pioneer- 
ing step that made possible 
the use of super-power. 


About this time the public 
really began to be conscious 
of commercial programs, 
Started by an early network, 
dllowed by the technique of 
the development of individ- 
ual programs by radio sta- 


ihese mercury vapor rectifier tubes, the 

es tubes of their kind in existence, 

os especially designed and manufac- 

ytcfor use in the new 500,000 watt 
transmitter, 


A front view of the control relay panel 
showing the complicated arrangements 
of special relays which provide the 
automatic control feature of the new 
500,000 watt WLW. 


50,000 watts authorized by 
the Federal Radio Commis- 
sion to Station WLW for ex- 
perimental broadcasting ! 


On October 29, 1928, a 
ship at sea bounced over the 
waves to the music of a 
symphony .. . a Californian 
reached for his log-book to 
identify a new station. ..a 
Maine fisherman wondered 
why he hadn’t tuned in to 
700 kilocycles before . . . and 
a hundred wires came from 
Louisiana . . . THE NA- 
TION’S STATION was say- 


jing its first words, and sing- 


ing its first song! 


TION! A fitting tribute to 
a pioneer in radio! 


* *& Ke & 


The Crosley Cavalcade 
marches ON! 


Another ten-fold increase! 


A half-million watts! 


What next?|| 
Was it possible to duplicate} J 


The same old story! Un- 
believers! Doubters! A hun- 
dred thousand watts, per- 
haps ... but five hundred 
thousand! It wouldn’t work! 
It did work! 


It took technical genius to 
harness this giant. Like a 
dinosaur of the past, this 
gargantuan of the future had 
to be tamed to the service 
of man. 


The main transmitter i 
500,000 watt WLW amplifier is 52 feet 


wide and 12% feet high. It incorpor- 


ates many engineering features never 


before used in a broadcasting station. 


Five hundred thousand 


: watts . . . thousands of volts 
their message to consumers} 


. . Wires in a brilliant en- 
tanglement . 
gigantic proportions, all bow- 
ing to the delight and edu- 
cation of mankind. 


Shooting eight hundred 
and thirty-one feet into the 


antenna tower pierces the 


watts! 
Symbolical? Very! 


Mute expression of the 


THE NATION’S STA-}, , 


‘obligation that Powel Cros- 


ley, Jr., feels toward every 


turn to WLW on the dial as 
naturally as one turns to a 
familiar and friendly face. 


The layman takes the), 


power of the sun for granted. 


The scientist knows it. Soon, || 


the radio listener will take 
the tremendous power of 
WLW’s 500,000 watts for 


granted. Engineering genius | im 


will know it. 


Like a knife wielded by a 
giant, its signal will cleave 
through atmospheric disturb- 
ances .. . static will die by 
the wayside... every night in 
the year will bring clear re- 
ception to those who listen 
to WLW. 


A sharper signal... no 
overlapping into other bands 
. no interferences with 
other stations . . . the ignor- 
ing of distance. 


500,000 watts increases the 
service area of WLW many 
times. Those knowing the 
already vast service area of 
the 50,000 watt transmitter 


will appreciate this. Listen- 


‘| tons. 


el of the 


. tubes of 


air, WLW’s vertical radiator 


sky ...land’s end to 500,000 


listener who has come to 


ers in remote sections of the 
country, where broadcasting 
is ordinarily unreliable and 
unsatisfactory, will wire con- 
gratulations and thanks. 


The structure of a giant! 
The rearing of a giant! 


Its slender tower weighs 
136 tons! A spidery web of 
‘guy wires makes a combined 
downpull on the porcelain 
insulator base of about 450 
And the contact sur- 
face of this insulator is only 


5 inches in diameter! 


831 feet high! It is called 
a “‘vertical radiator antenna.”’ 
Efficiency to its tip. Elimi- 
nates waste radiation almost 
entirely. In the older type 
of antenna .. . (two towers 
of fair height, with wires 
stretched between them) ... 
the electrical energy was re- 
leased in an upward pattern. 
The vertical radiator antenna 
hurls its signal parallel with 
the earth’s surface .. . few 
symphonies and lectures are 
sent to the moon! 


Walk into the transmitter 
building—there’s an audio 
transformer. The largest of 
its type ever built. Weighs 
100,000 pounds. The audio 
transformer in the 50,000 
watt transmitter weighed 
only a few pounds! 


Power lines . . . the main 
artery of the giant ...a 
mammoth sub-station to 
supply blood-life and breath 
... enough energy consumed 
to light the homes in a city 


A portion of the transmitter audio 
room showing line amplifiers, monitor- 
ing amplifiers, and volume indicators 
for WLW, WSAI and W8XAL. 


of 100,000 population .. . 
three filament machines ...a 
giant water cooling system 
for pumping the one million 
gallons of water required 
daily to cool the various 
tubes . . . the glowing brains 
of the giant! 


Cost? $400,000 over and 
above the cost of the original 
50,000 watt transmitter, now 
absorbed by the giant. Oper- 
ating costs? Comparable to 
the electric bill of a fair size 
city ! 


A rear view of the control relay panel 
for the new 500,000 watt WLW ampli- 


fier showing the 
wiring. 


highly complicated 


Powel Crosley, Jr., and 
members of the Federal 
Radio Commission look to 
the new 500,000 watt trans- 
mitter of WLW as a prac- 
tical laboratory for the scien- 
tific development of actual 
broadcasting in hitherto un- 
explored fields of power. 


Honortothe UnitedStates! 


The most powerful broad- 
casting station in the world! 


Mexico has experimented 
up to 75,000 watts. Russia 
is said to have experimented 
up to 300,000 watts. 


But the United States? 
500,000 watts! A giant 
which developsa super-strong 
signal so pure and so faithful 
that it is even beyond the 
standards now set up for the 
so-called “‘high fidelity trans- 
mission”’ of the future! 


x * *& 


A giant speaks to the world. 
it is inanimate ... it is 
neuter... yet it lives... it 
speaks .. . it sings. 


It brings joy to the sad 
.. . light to the blind... 
comfort to the sick .. . it is 


_|a miraculous monument to 


the dream of a man who 
over-rode the prejudices of 
super-power . . . who with 
courage and foresight, 


|changed the minds of mil- 


lions . . . lifted the curtain on 
a newer joy to mankind... 
opened new roads to adver- 
tising possibilities for in- 
dustry... 


This giant is your servant! 


SET sin ss | 


The basement of the transmitter build- 
ing houses the many large generators 
which provide energy for various parts 
of the 500,000 watt WLW, 
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ADVERTISING AGE 


May 5, 1934 


3rd Diianelon 
Pictures Used 
In Promotion 


Chicago, May 3.—The_ gadgets 
which Goodyear Tire & Rubber Com- 
pany hopes to sell motorists on its 
new G-3 tire while gas tanks are 
being filled were provided by Herman 
A. De Vry, Inc., Chicago. Goodyear 
has bought 5,000 of the one-man 
moving picture shows for distribu- 
tion to dealers. 

Fairbanks Tailoring Company, 
Chicago, is another advertiser which 
has adopted this idea. 

Old-fashioned stereoscopes, it is 
explained, showed pictures’ with 
three dimensions by means of binoc- 
ular vision, two lenses superimpos- 
ing two almost identical images, giv- 
ing the picture the effect of thick- 
ness, or a third dimension. These 
stereoscopes were too expensive and 
clumsy for general advertising use. 

Mr. De Vry’s device consists of a 
modern binocular type of the stereo- 
scope which looks like a tiny opera 
glass. It utilizes ordinary motion 
picture film for the stereographs. 
This reduces both size and cost, 

A special translucent material is 
used in the two windows of the 


stereo, giving the pictures a trans- 
parent quality. A little lever auto- 
matically changes the pictures, show- 
ing, in the case of Goodyear, special 
manufacturing processes for the new 
G-3. 

Goodyear is selling the device to 
dealers for $1 each. 


Celebrate 75th Birthday 
of Denver Newspaper 


The Rocky Mountain News, Den- 
ver, celebrated its 75th anniversary 
with the issuance of five special sec- 
tions of historical material, totaling 
64 pages, in connection with its Sun- 
day edition of April 22. 

The publication, which was estab- 
lished in 1859, is now owned and 
operated by Scripps-Howard News- 
papers. 


To Simons-Michelson 


The Detroit Racing Association 
has placed its advertising account 
with Simons-Michelson Company, De- 
troit. Newspapers and outdoor will 
be used for the 120 days of the racing 
season. 


Bacon Joins “News” 


James H. Bacon, for the past four 
years in the classified advertising de- 
partment of the Los Angeles Times, 
has been appointed classified adver- 
tising manager of Illustrated Daily 
News, Los Angeles. 


TWO TYPES OF 
COPY TELL NEW 
GERM-FREE TALE 


Woodbury Finds Latest Appeal 
Gets Results 


New York, May 3.—Coupon returns 
on advertising of two new germ-free 
creams being introduced by John H. 
Woodbury, Inc., shows keen con- 
sumer interest in the application of 
asepticism to facial cream manufac- 
ture. 

Copy dealing with the new Wood- 
bury products is appearing in maga- 
zines, including The American 
Weekly, Ladies Home Journal, Wo- 
man’s Home Companion and others. 


Two types of copy have been pre- 
pared by Lennen & Mitchell, Inc. 
The first was intended for The 
American Weekly and the second, 
for other magazines. So successful 
was the first full page in four colors 
in The American Weekly that it was 


Aren't Percentages Grand These Days? ” 


For Instance---i 


130% 


100% 


19% 


| 


—~ comparison. 


the 1929 average. 


=“ Doesn't that sound fine until we break down and confess = 
that our first issue appeared in September, 1929? At the 
| time it seemed like a swell idea—and still does, now that 
| we have weathered the storm and are going places. In any 
event insofar as we know this increase compares favorably 
| with that of the other publications which started about that 


Represents the advertising gain in the May, 1934 
issue of MACHINE DESIGN over May, 1933. 


This looks pretty good as long as we don't mention the fact = 
that we hit our low in May, 1933. 
have a special issue, consolidate with another paper, or 
change our frequency of publication, so at least it's a fair 


However, we didn't | 


This is the gain shown in our May, 1934 issue over 


of the contract advertisers in MACHINE DESIGN 
in 1929 have renewed for 1934. Of the remain- 


ing 21% all but one are doing no publication 
advertising at the present time. 


a 


The obvious catch in this is that the number was compara- 


tively small—but be that as it may "them as we had—stuck" 
and that's something considering the times and a per inser- 
tion rate (which incidentally is $200.00 per page less 15°, 


agency commission—just to bring in another percentage). 


bhbh hb h % 


We could have a lot of fun figuring out many more percentages, such 
as gains over December, January, etc., but will rest our case with those 


given above. 


We repeat ‘Aren't Percentages Grand These Days''— 


MACHINE DESIGN 


The Johnson Publishing Company 


Penton Bldg. 


Cleveland, Ohio 


MUMMIES POINT MORAL ON "DRY-SKIN-BLIGHT" 


‘Dry-skin-blight"ended 


Reodbary’s tuo 600 Thee dreams With trchusive Uement 
376 transiorm Withering Dryness tate tuscions Vout! 


Typical example of one of the two types of copy being used in the 
new gorm-tree campaign in mnagenines for Weedbury’ s creams. 


decided to alternate the two types 
in other magazines. The American 
Weekly coupon developed 100,000 re- 
turns. 

Facial creams ordinarily form nat- 
ural incubators for germs, which find 
the oils and other ingredients a 
happy place to breed and multiply, 
Woodbury asserts. The advertiser’s 
new products are being laid before 
American women as a revolutionary 
development in facial creams, mak- 
ing beauty “swifter, surer, safer.” 


Germs Do Their Stuff 


The coupon’ advertisement, in 
which a romance theme is developed 
pictorially, states the germ case 
plainly, but with consideration for 
other products in the field. 

“Germs are in the purest air,” 
current magazine advertisement says. 
“Of course, all beauty creams—of 
good repute—are safe and pure when 


first you open them. But once the 
lid of the jar is lifted, there is al- 
Ways the possibility that germs- 
from the air or your hands—may get 
into them, From the cream they 
may attack your face, cause blem- 
ishes. But Woodbury’s two germ- 


free creams prevent the germs from 
multiplying; destroy them as fast as 
they enter the jar. No germs can 
live in them!” 
The germ-killing 
scribed as “a new, exclusive ele- 
ment, just recently discovered, which 
no other creams 
stated in the advertising that 109 
leading dermatologists tested and ap- 
proved these new creams and that 


ingredient is de- 


COUPONS POUR IN 


K ya 
ay UAL 


unenntnte 


WILT Lh 


mesmnereonrris 


MATH DUT 


weeny cman 
cores serene sree Gane gate! 


wee sO fee 


°9 


This is the type of copy which 
pulled heavy coupon returns for | 


Woodbury. 


the |}exact copy of 


| suggests the historic 
| Egyptians 


possess.” It is} 
| pany 


| literature 
| used for 


| 
| 
| 


| Gwinn Bros. 


| Fluff 


| opened 


93.5 per cent reported them to be 
free of risks of spreading infection 
to which ordinary beauty creams are 
subject. One is quoted. 

Proof of the germ-killing power 
is offered in photographs of Agar 
plates seeded with poisonous germs. 


Mummies Shown 


The advertisements 
tended for general magazines and 
now scheduled for alternate use, 
stress the “element 576” in the two 
new Woodbury germ-free creams and 
its ability to end “dry-skin-blight.” 

The illustration used is full of sig- 
nificance. In the background is a 
photograph of the head of the wooden 
casket used by ancient Egyptians t 
enclose mummies. To get the pic: 
ture, it was necessary to make an 
a New York museun 
piece, In front is a young womans 
profile and the words, “dry skin 
dates the face.” 

One of the problems was to give 
the illustration high character. The 
mummy has a classic connotation 
beauty of the 
and carries a desert-dr) 
inference on age. Possibility 
achieving similar results with a mask 
treatment was rejected because 0 
frequent use of the idea in recet! 
years. 


originally in- 


SS 


Two Firms Appoint 


Doremus & Co. 

Advertising of Sno-Kis Fruit Com 

has been placed with Doremuls 

& Co., San Francisco. Promotion 

and newspaper will !* 

the company’s frozen fru! 
products. 

The A. P. Hoteling Compal‘ 
liquor importer and distributor, }* 
also named this agency to condu” 
a national newspaper campaign. f° 
turing Thomas Hardy, a_ blende 
Kentucky whisky. 


Three New Accounts 
for Monte Little Co 


Charles Hawes, former free Jan 
artist, has joined the Monte Lit! 
Company, Huntington, W. Va., a“ 


director. 


The agency has been appointed ! 

& Co., makers of W!! 
flour; First Huntington -* 
tional Bank, and Men of Huntins! 
civic enterprise. 


Ni 


Starts Model Agency — 


Mrs. Marta Bacon, widow of R. } 
Bacon, who was an automobile, oe 
and advertising executive. “ 
the Detroit Model Age® 
| Murphy Bldg., Highland Park. Mic# 
T. Carvel Bacon and Frank Brinkle 
are associated with Mrs. Bacol. 
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VER sixty years ago, when 
General Charles H. Taylor 
became editor and manager of 
the Boston Globe, he set out to 
build a newspaper that would be 
of interest to every member of the 
family. And every copy that has 
left the presses since that time 
has been edited to this end. 


It is the consistent observance 
of this policy that has made the 
Globe a friendly, helpful, family 
Paper that is read in the home, a 
Paper in which each member of 
the household finds something to 


* Lhe BOSTON GLOBE 


meet his own tastes and interests. 


Men like the sensible editorial 
policy and unbiased presentation 
of the news. Their sons are keen 
on the sports pages where events 
are reported with color and in- 
terest. The Women’s Pages, run 
by women for women, have been 
an outstanding feature in the 
Globe for 40 years. And the 
youngsters like the comics—a full 
page in every issue and a color 
section on Sunday. 

Many buying decisions, espe- 
cially important ones, are made 


when the family are together. 
Because the Globe enjoys this 
unique position in the households 
of its readers, its advertising 
columns are read under pecul- 
iarly favorable circumstances. 


The Globe reaches the right 
kind of homes seven days a week, 
and enough of these homes to do 
a successful and profitable adver- 
tising job on a “one paper” basis. 
That’s why the effectiveness of 
the Globe has won such out- 
standing recognition from both 
local and national advertisers. 


“Use the 7-Day Yardstick’’ 


The seven-day circulation figures will give 
you atrue picture of the Globe’s predominance 
in home influence. 

On Sundays, when there are practically no 
transient sales, all sales are home sales. The 
family’s first choice daily paper will be the one 
they buy on Sunday. 

In this market the Globe is the only paper 
that holds its week-day audience intact on 
Sunday. 
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GETTING SALES OFFERED 
L300 000 Active Buyers... 


Averaging 25 Year Age 


N ILLUSTRATING this announcement we can find space for 
only a fraction of the group of experienced advertisers who 
are heading the rush to Fawcett Women’s Group. But if 
you'll look through any issue of any FWG magazine, you'll see 


how impressive that rush has been. 


1933 °* 1934 


JAN Juuy DEC JAN maAR® 


In the last year, more than a hun- 
1,600,000 


dred firms, including many of the mnie 


; ie 4 
biggest and best-known publicity ‘400.000 if 
il 1,300,000 & 


advertisers of America, have entered 


3 
ra 

200,000 ral 
Fawcett Women’s Group — with 100,000 d 
{000,000 


new accounts coming in every week. 


900,000 


800,000 


96.13 % Newsstand Fawcett Women’s Group 


The chart above shows at a glance the sus- 
tained and healthy growth of Fawcett Women's 
l | group—from 985,000 little more than a year 
a es! ago to the present figures—1,300,000 guaran- 
teed and 1,500,000 net paid actually delivered. 

(**1934 figures estimated.) 


It’s only a logical development! For 

Fawcett Women’s Group is delivering a guaranteed group of 
1,300,000 young women — active buyers all; most of them wage- 
earners; the balance chiefly wage- 


1933 1934 
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TUNE JULY AUG SEPT OCT NOV DEC JAN FEB MARTAPR MAY earners’ wives. And as the cou- 


A pon advertisers can tell you, these 


y 
f Fawcett Women’s Group readers 


are active, eager seekers of new 


7 ~/ things. They want to read your 


story — and if that story is at 
1 


— 


; ens all attractive to women, they 
This chart showing the rise in FWG lineage is 
the logical supplement to the gain in circulation 


shanar at the wale. want to try your merchandise. 


—. =— 


1,300,000 Guaranteed--- 1,500,000 Delivered} 


What is more, this 1,300,000 guaranteed circulation is only the bas 
figure for a circulation that is actually well above 1,500,000 né 
paid. When you realize that 96.13% of this circulation is bought a 
newsstands, you'll realize what this steady growth means; and wh; 
successful advertisers are so interested in the new FWG market 
Write, wire or phone the nearest Fawcett Women’s Group Offic 
today and ask our representative to come up and add to this 


little outline the facts which especially pertain to your advertising 
which we may have omitted here. Do it today. 


NEW YORK CHICAGO 
52 Vanderbilt Avenue 919 N. Michigan Avenue 
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MINNEAPOLIS LOS ANGELES SAN FRANCISCO 
529 S. Seventh Street 705 Bendix Building 1625 Russ Building 


FAWCETT PUBLICATIONS 
INC. 


Be Hi, Brother 
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‘SLEEP LIKE A 
KITTEN,’ C. & 0. 
ADVISES PUBLIC 


Cardboard Tabbies in Berths 
Reiterate Slogan 


Detroit, Mich., May 3.—Any 
sible association of soot, cinders, 
perspiration or dead air odors with 
travel on the C. & O. lines with the 
approach of the summer months 
will be overcome when Chesapeake 
& Ohio Railway Company intensifies 


pos- 


fue Comme Sesmrte tee 


or et 


chesarcaxe end Oxo] 


its campaign to tell the story of 
“air-conditioned comfort,” featuring 
its recently developed slogan, “Sleep 
Like a Kitten.” 

In addition to the current sched- 
ule embracing thirteen class and 
trade publications, calenders and 
blotters, a new advertising medium 
was developed to follow through on 
the campaign and reach the patrons 
of the line. 

The new medium consists of an 
elongated card bearing, at one end, 
an enlarged picture of the snoozing 
feline; and at the other end, the 
assuring slogan, “Sleep Like a Kit- 


ten.” 
When the berth is made up, the 
porter places the card under the 


blankets in such a way that the head 
of the cat is resting on the pillow. 
Then, when the patron retires and 
draws back the blankets, he is faced 
with the slogan and the name of the 
line. 


Theme “Just Grew” 


The “kitten” theme was first used 
in the September issue of Fortune 
last year after the agency had ac- 
cidentally stumbled upon the etch- 
ing. It was immediately apparent 
that it possessed that all-important 
requisite—human interest, and in 
addition, conveyed the thought of 
“solid comfort” more efficiently and 
more forcefully than could be con- 
veyed through pages of verbiage. 

The response, as indicated by the 
number of requests for copies of the 
etching, was so great, that the 
agency virtually made a slogan out 
‘of the phrase, “Sleep Like a Kitten.” 

Subsequent stressed clean- 
liness aS” well comfort through 
such captions as “Fresh as a Daisy 

In Air-Conditioned Comfort” and 
“In Winter Too—It’s Springtime on 
The ©. & DO.” 

With Fortune as the key publica- 
tion, the drive will continue through- 
out the year in Nation's Business, 
Harpers Bazaar, Time, Neiws-Week, 
Life. New Outlook, United States 
News and the Conde Nast Group. 
Trade publications include Traffic 
World, Coal Dealer, Black Diamond 
and Faward'’s Journal. 

In support of the extensive 
and trade campaign, Chesapeake & 
Ohio has been conducting a 
of spot, one minute, radio announce- 


copy 


as 


class 


series 


Officers 
suing year include: 


Erie Club Elects 
Officers for 1934. 


The annual election meeting of the 
Erie Advertising Club was held May 
1 at the Hotel Lawrence, Erie, Pa. 
and governors for the en- 
Don Allshouse, Northern 
Doll, Lovell Mfg. Company, vice- 
president; Earl B. Brown, First Na 
tional Bank, treasurer. Governors 
are Edward G. Baker, M. A. Martin 
and M. A. Yount. 


Moonbeam Appoints 
Advertising of the Moonbeam Food 
Products Company, Cincinnati, maker 
of mayonnaise, salad dressing, sand- 


wich spread, and tartar sauce, has 
been placed with Keeler & Stites 
Company, Cincinnati. Radio, news- 


paper and outdoor will be used. 


ments which have been character- 
ized by the call of the station an- 
nouncer, “All Aboard,” followed by 


the sound of an engine pulling out 
of the station to the tune of “Casey 


Jones.” 


Campbell-Ewald Company, Detroit, 


is the agency in charge. 


Equip- | 
ment Company, president; Edward C. | rect 


| the 


Kansas Bank’s 


Campaign Raps 


Postal Savings 


Kansas City, Kan., May 3.—A di- 
attack on postal savings is 
by the Security National 
of this city in a new cam- 
instituted in the Kansas City 
Kansan. This one of two inde- 
pendent but correlated campaigns 
designed to resell the community on 
service rendered by the 
mercial banking institution. The 
second is running over the signature 
of “The Banks of Kansas City and 
Wyandotte County.” 

The Security National Bank, us- 
ing 210 lines weekly, states its case 


made 
Jank 
paign 


is 


com- | 


with blunt headlines such as 


“By keeping your money 
Postal Savings you may be jeopard- 
izing your job,” and “Money that is 


deposited in Postal Savings instead 
of in a bank deprives our commu- 


nity of civic growth.” 

Those who wondered how 
new campaign may go got 
from the statement in one 
advertisements, “The 


a clue 


in competition with banks.” 


The cooperative campaign is of a 


more conventional nature, merely 
emphasizing the various types of 
service performed by banks, and 


summing up the argument with the 
substitute for 


slogan, “There is no 


a good bank connection.” 


THIS SUMMER 


more than ever --- \\ 


Ye, 


“No 
|matter how badly you need it, Pos- 
tal Savings gives no business coun- 


sel”; 


in | 


far the 


of the 
government 
never intended Postal Savings to be 


'as the Courier-Journal. 


Brown Agency Expands; . 
Adds Three Men 


The E. H. Brown Agency has ab -# 
sorbed the Chicago branch of the ; 
Archer Advertising Agency and 
taken additional space at 140 S. Dear- 
born St., Chicago. The agency has 
added a long list of new clients. 

Additions to the staff include H., 
Schneiderman, L. H. Harvey and F, 2 
J. O'Connell. g 


Norton Is Treasurer 


Henry Kittredge Norton, why 
joined National Broadcasting Com 
pany five months ago, has _ been 


named treasurer of the chain. 


Prescott Papers Merge 
The Prescott, Ariz., Courier and 
the Journal-Miner have been merged 
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~VERTISING GOING 


| BUSINESS COMING 


There is no time or place this year for 
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a a a ee a i en = — 
° | Office and household furniture of ex- N D smartest spring and summer fash- | 
Exec utives of ecutives and employes was dis- OW epartment ions. A black and white sedan fea- 
patched to the new headquarters by tured with the newest black and 


Palmolive Dash 
For New Jersey 


Chicago, May 3.—Ken R. Dyke, 
eneral advertising manager of Col- 
watt Palmolive-Peet Company, va- 

i his old quarters in the Palm- 
ve Building last Friday night and 
rted the trek for his new desk in 

toysey City. The advertising depart- 
ent was one of the last to change 
= pase. 

\ir. Dyke and other company ex- 

tives started for Jersey City in 


r own automobiles, For stenogra- | 


« and office help, special buses 
provided for the 1,200-mile dash. 


special train. 

Colgate-Palmolive-Peet will  con- 
tinue to maintain a large district of- 
fice in Chicago. For its accommoda- 
tion, two full floors of the Palmolive 
Building are retained. Several other 
floors in the tower of the building, 
which were occupied by the main of- 
fice, have been vacated. Under 


the Palmolive Building, about 40 per 
cent of the space formerly occupied 
by the company has been retained. 


Candy to Kirkgasser 
The Walter H. Johnson Candy 
Company, Chicago, has appointed 
George J. Kirkgasser & Co. to handle 
advertising. 


TO KEEP 


real or imaginary summer let-downs in 
any branch of business. Things are 


gong ahead. Keep them moving... 


hecp business coming 


ture... Advertise... 


A Big Summer For Business 


If our business is any 


we think it is) there will be no sum- 
mer slack in sales effort and activity. 


Here we are in early May with about 


80% of our present 


NATIONAT 


NEW YORK 


. . . Manufac- 


Sell! 


indication (and 


clients already 


BROADCASTING COMPANY, 


e CHICAGO ° 


the | 
new deal, according to one attache of 


Store Displays 
New Dodge Car 


Chicago, May 3.—The “new and 
bigger Dodge” won showings in Man- 
del Brothers, Chicago department 
last week, the reciprocal ar- 
rangement giving the store a chance 
to talk about its new spring and | 
summer garb for women, and Dodge | 
Brothers to emphasize the beauty of 
their cars. 

One typical advertisement in 
newspaper indicates the 
tapped by the copy: 

“Last days to see the new bigger 


store 


the 


series vein 


Dodge. In colors inspired by the 


signed to continue broadcast adver- 
lising during the summer. That means 
our bookings for the summer months 
are greater than for any previous sum- 
mer in NBC history. And it also means 
that our clients are manufacturing, and 
people are buying. Advertising is a 
barometer of business, and advertising 
appropriations are on the increase. 
Which emphasizes our point “This 
summer, more than ever, keep adver- 


. . . be . . 99 
tising going to keep business coming”. 


SAN FRANCISCO 


Broadcasting Headquarters 


INC. 


white fashions for spring evenings. 
Cars, Clothes Harmonize 


“A beige and brown brougham that 
echoes the chic of these newest of all 
colors for spring afternoon. A shin- 
ing white convertible coupe with 
brown accents dramatizing these 
smart summer clothes. A rumble} 
seat coupe in palm green inspired | 
by the fashion for lovely new deep- 
ened pastels.” 

Four Dodge were displayed, 
and a salesman was stationed at each 
to answer any questions asked by 
feminine prospects. The tie-up was 
arranged by the regional department 
of Dodge Brothers and is understood 
to be in the nature of a test. 


cars 


A.B.C. RULES 10 
BE DISTRIBUTED 


New York, May 2.—At a meeting 


|of the board of directors of the Audit 


Bureau of Circulations held here last 
Friday, revised rules and regulations 
for the A. B, C. were approved by the 
board, and a new edition of these 
rules will be issued shortly. 

The revisions were made in accor- 
dance with instructions received 
from the board and under the direc- 
tion of the bureau's attorney. They 
are designed to reclassify some of the 
rules and clear up ambiguities. 

The board denied the request of 
two newspaper members that the rule 
which prohibits the showing of du- 
plicate circulation between morning 
and evening editions be repealed. 

A proposal to revise the rule es- 
tablishing the hours for setting up 
the circulation of a newspaper as 
morning or evening circulation was 
referred to the next annual meeting 
of the bureau, at which time it will 
be discussed by those. divisional 
groups interested in the proposal. 

New Members Admitted 

Following protests from. several 
business paper members against the 
rule which requires that a separate 
occupational breakdown of associa- 
tion subscriptions and term subscrip- 
tions in bulk provided for in bureau 
reports, the matter was given careful 
consideration, the board finally de- 
ciding to continue the rule un- 
changed. 

Announcement of a number of new 
members of the A. B. C. was made at 
the meeting, including the following: 

Advertisers: Oneida Community, 
Ltd., Oneida, N. Y.; Warner-Hudnut 
Corporation, New York. 

Advertising Agency: R. C. Smith 
& Son, Ltd., Toronto, Ont. 

Business Paper: ADVERTISING AGE, 

Magazines: Athletic Journal, Chi- 
cago; Jewish Standard, Toronto; 
Modern Mechanix and _ Inventions, 
Minneapolis; News-Week, New York; 
Opinion, A Journal of Jewish 
Life and Letters, New York; Our 
Sunday Visitor, Huntington, Ind.; 
Radioland, Minneapolis. 


State Associations 
Plan Annual Meetings 


The outdoor advertising associa- 
tions of Minnesota, North Dakota 
and South Dakota will hold their 
annual meeting May 11 at the office 
of General Outdoor Advertising Com- 
pany, Inc., 2020 Washington Ave., S., 
Minneapolis. 

The outdoor group of Idaho will 
meet May 11-12 at Hotel Boise, Boise; 
and Michigan, May 17-18, Warm 
Friend Tavern, Holland, 


Osborne Bond Joins 


Petry Organization 


Osborne B. Bond, for the past two 
years director of media for Calkins 
& Holden, Inc., has joined the New 
York offices of Edward Petry & Co., 
radio station representatives. 

Prior to the connection with Cal- 
kins & Holden, Ine., Mr. Bond was 
a space buyer at Richardson, Alley & 
Richards, the Hanser-Churchill 
Agency and A. McKim Limited. 


Club Picks Winners 


Prize winners of the copy contest 
conducted by the educational forum 
of the Boston Advertising Club were 
Marjorie E. Clark, Massachusetts 
Art School, first; Frances Clayton, 
Clayton Weather Service, second; 
and Clinton Lawry, Outdoor Adver- 
tising Company, third. 


With Donahue & Coe 
William E. 
advertising 


Danziger, formerly an 
executive with Para- 
mount Pictures and other motion 
picture producing companies, has 
joined the copy department of Dona- 
hue & Coe, Inc., New York. 


Parker to Agency 


Jennison Parker, better known as 
Yahbut of Yahbut and Cheerily on 
the Shell Oil program, has joined J. 
Walter Thompson Company, San 
Francisco, as continuity writer. 
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May 5, 1934 


Kroger Marks Birthday 

The 52nd anniversary of the Kro- 
ger Grocery and Baking Company, 
to be observed this month, will be 
celebrated by mammoth birthday 
parties for the public at airports in 
the larger cities, featuring air shows 
and food expositions. 


Club N emiantes Officers 


The nomination committee of the 
San Francisco Advertising Club rec- 
ommended Charles Pritchard for 
president; Harold Deal for  vice- 
president; Harry Stevens for treas- 
urer, and Helen Hill for secretary. 


Has Dealer Paper 
The Sun Oil Company, Philadel- 
phia, has begun publication of “The 
Sunoco Diamond,” a magazine for 
its dealers. Martin J. Koitzsch is 
editor. 


WALGREEN WINS 
SUPPLEMENTARY 
DISTRIBUTION 


Chicago, May 3.—Current radio ad- 
vertising of the Walgreen Company, 
operating a national ehain of retail 
drug stores, is recommending Wal- 
green System stores as a reliable 
source of supply for residents of 
towns too small to support Walgreen 
units. 

The Walgreen System was estab- 
lished several years ago, following 


somewhat the same pattern as that 
used in the development of the Rex- 
all Stores. Walgreen System stores, 
now embracing approximately 1,000 
establishments in 33 states, represent 
a selected group of independent drug- 
gists in towns of from 5,000 to 25,000 
population who retain their freedom 
of action while availing themselves 
of the experience and to some ex- 
tent, the brands, of the chain. 


Handle Walgreen Products 


When a druggist in such a town 
meets the standards set by Walgreen, 
he is given the educational course 
similar to that used by the organi- 
zation in training its own managers. 
The stores are uniformly identified 
by signs provided by the Walgreen 
Company, and these stores benefit 


from the widespread Walgreen ad- 
vertising. 

In return, these licensees agree to 
handle the products made in the lab- 
oratories of the Walgreen Company 
and bearing its own brand. In addi- 
tion, Walgreen provides these mer- 
chants with certain special sundries. 

Most of the agreements provide 
that Walgreen System Stores or 
agents shall sell a certain volume of 
Walgreen’s products. The chain’s 
own definition of its branded lines 
is “nationally advertised products 
with restricted distribution.” 


Lincoln to Mogge 


The Lincoln Engineering Company, 
St. Louis, Mo., lubricating equipment, 
has appointed Arthur R. Mogge, Inc., 
Chicago, to place its advertising. 


J 


Shoulder to Shoulder Responsibility 
Is Cheir Creed 


IN the development of Northwest papers, the aggregate knowledge and co-operation 
of thousands of practical printers was utilized. That these papers possess the ultimate 


in uniformity, thus insuring economical press performance and excellence of printed 


results is, in no small measure, a tribute to our pressroom friends the nation over. 


You can depend upon Northwest Pedigreed Papers—they print perfectly, and 
provide a background of beauty and harmony to enhance both illustration and text. 


T HE 


KLO-KAY BOOK - 


MOUNTIE BOOK - 


NORTH WES T 


PAPER 


CLOQUET, MINNESOTA 


Printing ano 


NORTHLAND BOOK - 


Ofhet Papers 


COMPANY 


NORTHWEST 


NORTEX UTILITY PAPERS 


THE RIGHT HARRIS 


E. H. Harris, president, Palladium Pub. 
lishing Corporation, Richmond, Ind., who 
last week was re-elected secretary of the 
American Newspaper Publishers Associa- 


tion. Through error, the likeness of 

Chicago advertising agent E. H. Harris 

was run in the April 28 issue of "Adver. 

tising Age," instead of that of publisher 
E. H. Harris. 


Brass Covers 
On Portfolio 


La Salle, Ill., May 3.—Much of the 
success of the Western Clock Con: 
pany’s current campaign on alarm 
clocks, headed by the famous Big 
Ben, is attributed to the enthusiasm 
awakened among dealers by the port: 
folio carried by salesmen. 

The portfolio, developed by L. B. 
Richards, advertising manager, and 
the company’s agency, Batten, Bar. 
ton, Durstine & Osborn, was unique 
because of the binding, for which 
heavy brass covers were utilized. 
They were lithographed in color and 
then electroplated to inform dealers 
“we've hired a new sales force and 
they’re beauties.” 

The agency planned to justify this 
claim by showing a group photograph 
of the models used in the drawings 
which superseded the camera ar! 
featured in campaigns of the past 
It developed, however, that Oliver 
Bagg, who created the drawings 
worked without models in this in 
stance, so that the agency was 
forced to indulge in some ingenious, 
but harmless faking. A _ photogra 
pher kindly provided some individual 
pictures of models and they wer 
stripped in to give the effect of j 
group photograph. 

The heavy covers developed som 
grousing from the company’s sale* 
men until they witnessed the effet! 
on dealers. Their dissatisfactio! 
over the added poundage then disap? 
peared. 

Feminine figures will shortly & 
dropped from Big Ben advertisilé 
the stronger sex being given the for 
ground by way of introducing a n0lt 
of novelty into the campaign. 


Two Outdoor Groups 
Hold Annual Meets 


The eleventh annual convention “ 
the outdoor associations of Tene 
see, Florida, Louisiana, Mississip? 
Alabama and Arkansas met joint!’ 
in Memphis, Tenn., at the Peaboé! 
Hotel, April 23-24. F 

The outdoor association of Te 
and New Mexico held its thirty-thit 
annual meeting at the Adolphus H° 
tel, Dallas, April 28. 


Puffer in New Post 


Formerly with the Kansas Ci! 
Mo., Journal-Post, Ferry-Hanly Ae 
vertising Company, and General Out 
door Advertising Company, Cha 
O. Puffer has been placed in cha‘ 
of the Kansas City office of Beam 
& Hohman Advertising Agency, ™ 
placing John Ferrell. 


State Starts Drive 


Californians, Inc., is startiD® ° 
campaign to raise $200,000 for " 
1934 advertising campaign, a5 4"), 
sequence of the effort’s remarka?” 
results last year. Lord & Thoma 


Inc., San Francisco, is in chars® 
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~ PNEUMONIA IS FATAL 
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W. C. PROCTER, 
SOAP COMPANY 
CHAIRMAN, DIES 


Cincinnati, O., May 3.—Col. Wil- 
liam Cooper Procter, chairman of 
the beard of directors of Procter 
and Gamble Company, and a grand- 
son of one of the company’s found- 
ers. died here May 1 of bronchial 
pneumonia. He was 72 years old. 

Col. Procter was the third mem- 
ber of his family to head the com- 
pany founded by his grandfather and 
the grandfather of James N. Gamble, 
who died less than two years ago, 
in his 96th year. 

Col. Procter died 
Mr. Gamble left no male heirs, so 
that the former’s death ends the di- 
rect control of the Procter and Gam- 
ble families over the business. 

Immediately upon his graduation 
from Princeton Col. Procter en- 
tered the family industry, and very 
shortly introduced a number of in- 
novations in dealing with employes, 
his leadership in granting Saturday 
half-holidays to employes later be- 
coming practically universal. 

Employes of the organization have 
participated in a profit-sharing plan 
under which as much as $1,000,000 
s distributed annually for 40 years, 
and also are the beneficiaries of in- 
surance, disability benefits and pen- 


sions. 


childless and 


First National Advertisers 


Two of the most unusual innova- 
tions introduced under Col. Proc- 
ter’s aegis were the guarantee of at 
least 48 weeks of employment dur- 
ing each year, which was inaug- 
urated at the beginning of the de- 
pression, and the inclusion of three 
representatives of employes on the 
company’s board of directors. 

Both Col. Procter and James N. 
Gamble were “advertising minded,” 
and it was during their administra- 
tion of the business that Procter & 
Gamble Company became one of the 
aT first truly national adver- 
Isers 

Col Procter was chairman of the 
National committee organized in 


YOR 

1928 by Herbert Hoover, then Sec- 
“tary of Commerce, to create 
kreater 


efficiency in social service 
“nd community chest work. He also 
“anaged the campaign of Maj. Gen. 
““onard Wood for the Republican 
Presidential nomination in 1920. 

His military title was earned as 
mmander of an infantry regiment 
“the Ohio National Guard. 


Eschner with Giro 


mt. Eschner, formerly in the ad- 
wr pe department of National Bis- 
staff PS st has joined the sales 
Gilbe ro Sky Ads Division of the 
yy Flying Service, Inc., New 


Y : 
ae will contact food and drug 


Insurance Men Meet 
mee Agnes Meeting of the Insur- 
bela pe. ertising Conference will be 
New Sere May 25, at the Hotel 
orker, New York. 


Schmitz, Gibbs, Join 


Stemar Displays Co. 


Ronald C. Schmitz has joined the 
Stemar Displays Compary, New 
York office, in charge of the visual 
displays department. 

The post of production manager of 
the motion displays departmen: of 
the Chicago office of Stemar will be 
filled by Harold Gibbs, formerly man- 
ager of Doremus & Co., and at one 


time production manager of Mc- 
Junkin Advertising Ccmpany. 
Opens Coast Office 
Neisser-Meyerhoff, Inc., Chicago 


and Milwaukee agency, has opened a 
Los Angeles office, to be managed by 
Richard J. Kornhauser. A campaign 
is being conducted throughout south- 
ern California for Catalina Island. 


N. P. A. Points 
To Dangers in 
Proposed Law 


New York, May 3.—The legislative 
committee of the National Publish- 
ers’ Association, alarmed by the pas 
sage of S.2897, is vigorously opposing 
a similar bill introduced in the 
House, Geo. C. Lucas, secretary of the 
association, said this week. 

S.2897 would subject goods moving 
in interstate commerce to taxation 
by states. It was introduced by Sen- 
ator Cutting of New Mexico and Sen- 
ator Long of Louisiana has been 
prominent among its supporters. 

The legislation’s proponents repre- 


sent it as a measure directed against 
mail order selling, also claiming that 
it would provide localities with the 
tax revenue created by local busi- 
ness. The limited discussion of the 
bill in the senate was confined to 
phases of these subjects, and the pub- 
lishers maintain that the legislators 
are not aware of the bill’s effect. 


May Tax Publications 


The publishers are concerned not 
only about the possibility that sub- 
scription copies of magazines and 
newspapers will be taxed but that the 
legislation, if enacted, would affect 
the sale of nationally advertised mer- 
chandise sold through regular chan- 
nels, as well as mail order goods. 

Newsstand sales of periodicals are 
now subject to retail sales taxes in 


It says “Cofitract.” It might just as logically say “House- 


keeping.” For the winner is expert at both—a progres- 


sive, energetic modern woman who can do more than 


manage a home because she does that so well. You will 


meet her prototype by the hundred thousand playing golf 


and tennis . . . active in civic affairs, the arts, travel . . . lead- 


ing a richer, fuller life. And you will find that in her read- 


ing she looks for a viewpoint as broad as her own. 


To her, Woman’s Home Companion stands 


about 20 states, but subscription cop- 
ies are automatically exempt from a 
retail sales tax under present laws. 


Cantor Signs Lehn & 
Fink Radio Contract 


Eddie Cantor has signed a contract 
with Lehn & Fink, Inc., to broadcast 
two 13-week cycles next year. The 
deal was handled through Lennen & 
Mitchell, Inc. 

Products he will feature will be 
announced later. Amount involved 
in the contract is reported greatly 
in excess of Cantor’s current earn- 
ings with Chase & Sanborn. 

Cantor will not only act in the 1935 
broadcast series, but will produce 
them according to his own long- 
cherished ideas of what a commer- 
cial broadcast should be. He will 
hire his own supporting talent, 


out as one magazine that is helpfully sympathetic with 


all her varied interests. She values its wealth of infor- 


mation on how to run her home more efficiently. She 


especially appreciates its intimate understanding —its rec- 


ognition that she has become a many-sided citizen who 


wants to do less housework, not more. 


She is an eager prospect for any product that will in- 


ompanion 


THE CROWELL PUBLISHING COMPANY > 


NEW YORK 


crease home comfort or simplify daily routine. And 


naturally her wider interests create additional wants. 
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John Walker & Co. Executives Dined | e Drybak Billed 
W. Colburn Standish, formerly Four hundred advertising and | oming a 
with Station WXYZ, has been ap-|sales executives of firms advertising As New Aid to 
pointed to the executive staff of|in Wisconsin newspapers were —_— C s 
Walker & Co., Detroit, outdoor ad-| April 23 of the Wisconsin Daily onventions 


vertising. 


Robbins-Hamilton Starts 


Alfred Robbins and B, J. Hamilton 
have organized the Robbins-Hamil- 
ton Company at 33 W. 42nd St., New 
York, a direct and advertising spe- 
cialty firm. 


Elliott Agency Moves 


Elliott Advertising Agency, Bos- 
ton, member of the Allied Service 
Agencies Network, has moved to 
larger quarters at 470 Stuart St. 


SSS — = = ~~ — —————— ————— 


iF the centere- 


Newspaper League at a banquet at 
the Hotel Schroeder, Milwaukee. 


Exposition Extended 


The exhibit of modern industrial 
design at Rockefeller Center spon- 
sored by the International Alliance 
of Art & Industry as been extended 
to May 15. 

Sponsors Derby 

Chevrolet Motor Company will 
sponsor the tenth annual broadcast 
of the Kentucky Derby May 5. 


| 


ADVERTISING CITY 


Agency men (and women), publishers’ representa- 


DAILY RATES FOR 
$4 Double. SUITES 


tives, publishers, printers, engravers and typog- 
raphers are finding that the Hotel Winthrop has 
.. large pleasant rooms, an atmosphere of peace, 
and a staff that really enjoys making guests happy. 


ADVERTISING MEN FROM $3 Single... 
FROM $5 Daily OR $115 by the Month 


HOTEL WINTHROP 


47th Street and Lexington Avenue - New York City 


A sO GES 
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CAMPAIGN ADDED 
TO HEATER DRIVE 


American Radiator Lends Sup- 
port to Contractors 


New York, May 3.—Following the 
inauguration in March of an adver- 
tising campaign in newspapers in 
140 cities and in ten leading maga- 
zines, the American Radiator Com- 
pany is sponsoring a three and a half 
months nationwide heating modern- 
ization campaign, the general aim of 
which is to create business for the 
contractor rather than to sell any 
particular piece of equipment. 

Arthur Herske, vice-president and 
general manager of sales, in an- 
nouncing the drive, stated that the 
company is assuming the responsi- 
bility as an established leader in the 
field. It will be of advantage both 
to contractor and the general public, 
“who will benefit by the increased 
industrial activity and by the im- 
proved living conditions that will 
result.” 

“With modernization work in the 
building industry receiving increas- 
ing attention in governmental efforts 
to promote recovery, our attitude is, 
we believe, definitely in accord with 
the tenor of the day,” Mr. Herske 
said. 

Care will be taken not to frighten 
any one into believing that he must 
buy a large amount of equipment to 
correct existing difficulties with his 
heating system. From a_ business 
viewpoint, it is expected that this 
will open many doors to cooperating 
dealers that would not unlatch other- 
wise. 

Literature and other 
dealer will stress his name. A pic- 
torial presentation booklet for per- 
sonal contacts, window posters, truck 
signs, an outline of telephone sell- 
ing, newspaper advertising mats and 


aids to the 


Here’s the Premium Idea 


THAT CREATES 
CUSTOMERS! 


For Cars or 


Corn Flakes | 


SK any firm who uses 

AUTOPOINTS why their 
offers meet with such tremen- § 
dous response and create so 
many repeat customers. 


The answers are simple—for 
a high-class mechanical pencil is 
a gift that everyone’ wants. 
Whether you're offering the’ 
prospect an AUTOPOINT for 
coupons out of breakfast-food 
boxes, or for having his tire re- B 
pairs done at a certain shop, 
AUTOPOINT gets results! Its 
appeal is universal and to mil- 
lions AUTOPOINT means the 
sturdy, foolproof pencil that al- 
ways writes. 

Visit ‘‘Mystery Room’ at the 
Premium Exposition 

Visit Space No. 7 at the Na- 
tional Premium Exposition to 
be held at the Palmer House in 
Chicago May 7th to 11th, and 
we'll tell you some concrete facts 
about AUTOPOINTS as 
premiums. 


37 Plans 4000 Leaders Use 


In addition to AUTO- 
POINT’S Supremacy as 


a premium, over 4,000 
leading manufacturers 
use them as good-will 
builders. We have just Lo Fo 
published a book called | pine 
“Sales Strategy” Mame . 


ing 37 sales plans used 
by these 4,000 leaders. A 
copy is yours for filling 
out the coupon. 


Address 
Cite... 


| 
| 
l 
detail- 7 
| 
| 
| 


yw PRESENT FROM MY 
TIRE MAN-IN FACT 


Autopoints Are Available at All Reliable Stationers 


The Autonoint Company, Dept. AA-5, 


GOOD LOOKING 
PENCIL YOU 
HAVE, BOB! 


VES..1TS A 


T'S ONE REASON 
WHY | BUY 
FROM HIM | 


WRITE FOR THIS 
UNIQUE BOOK 


s — — 
wnnlES STRATEGY 


i 


“The B Better Penal” 


Tesr PLA 
FO AND IN ACTug 
_ BY Many Finns. USE 
———— 


ster Ave., Chicago, IIl. 
obligation to me, please send me ‘37 Sales 


og Ee ey ar een re eh ere as ooo 


Sy 


publicity stories for local papers on 
obtaining better heating are included 
in the dealer aid material. 


May 7-11. National Premium Ex- 
position and Convention, Palmer 
House, Chicago. Annual meeting, 
Manufacturers Merchandise Adver- 
tising Association. 

May 18-19. Annual meeting, Ad- 
vertising Affiliation, Royal York Ho- 
tel, Toronto, Ont. 

May 21-23. Annual meeting, South- 
ern Newspaper Publishers Associa- 
tion, Asheville, N. C. 

May 22-23. Annual meeting, Amer- 
ican Association of Advertising 
Agencies, Mayflower Hotel, Washing- 
ton, D. C. 

June 4-6. 
ciation of National Advertisers, 
Edgewater Beach Hotel, Chicago. 


Summer meeting, Asso- | 


Coupon Users 


New York, May 3.—A letter to 
approximately 150 advertisers Who 


| are making sample offers calling for 


small payments is being sent by 
Johnson & Johnson, Inc, on behalf 
of its Drybak adhesive plaster, 
which is recommended to overcome 
public fear of loss when coins are 
enclosed with coupons. 

Johnson & Johnson demonstrate 
the effectiveness of the method by 
attaching a penny to each letter by 
means of the plaster. Stamp pay. 
ments are undesirable to many 
firms, who use meters on their own 
mail and cannot get refunds from 
the post office. Frank Pres) rey 
Company is handling the plaster-for- 
advertisers plan. 


June 17-20. Annual meeting, Ad- 
vertising Federation of America, Ho- 
tel Pennsylvania, New York. 

June 17-20, at New York, in con- 
junction with A. F. A. meeting: 

Outdoor Advertising Association. 

International Circulation Managers 
Association. 


Association. 
Talking Motion Picture Group. 


Direct Mail Advertising Associa- 
tion. 
National Association of Broad- 


casters. 

Sales Executives Conference. 

International Trade Conference. 

Public Utilities Advertising Asso- 
ciation. 

Newspaper Advertising Executives 
Association. 

Retail Advertisers Conference. 

July 10-15. Annual meeting, 
cific Advertising Clubs Association, 
Portland, Ore. 

Sept. 10-13. Annual meeting, Finan- 
cial Advertisers Association, Statler 
Hotel, Buffalo, N. Y. 

Oct. 7-12. Annual business meet- 
|ing, Direct Mail Advertising Associa- 
tion, Statler Hotel, Boston, Mass. 

Oct. 18-19. Annual meeting, Audit 
Bureau of Circulations, Stevens Ho- 
tel, Chicago. 


Radio Selling 


Two mailings of literature will be 
made by the American Radiator 
Company in the dealer’s name. Deal- 


| supplied with a form for use in sur- 
veying heating plants to determine 
changes needed, a proposal form for 
submitting survey results, and pros- 
pect cards for recording solicitations. 

Contractors affiliated with the 
Heating and Plumbing Finance Cor- 
poration, which has put into effect 
its summer plan, may employ its 
facilities in connection with other 
features of the general drive. This 
illows home owners to make a small 
down payment on heating improve- 


ments and start paying when the 
plant is put into operation in the 
fall, 


The “cold zone” theme of the Ameri- 
can Radiator advertising campaign 
will be used in the dealer drive. Low 
temperatures of the past winter, 
which brought to light many hard-to- 
heat places, will be emphasized in 
urging home owners to remove de- 
ficiencies of their heating equipment. 

Seven causes for ‘cold zones” are 
listed in the dealer aids: improper 
fuel, improper firing, poor draft regu- 
lation, defective air or radiator 
valves, need of cleaning, insufficient 
radiation or undersized boilers, and 
antiquated heating equipment. Cor- 
rection of even the least of these 
“sins” may rectify the wrong, it is 
asserted. 


Harway Opens Office 
Don Harway, formerly with Roger 
Johnstone, Pacific coast manager for 
Time, Inec., has started his own pub- 


lishers’ representative firm at 710 
Alexander Bldg., San Francisco. 

| a 

Remer with Ayer 

| David Remer, formerly vice-presi- 


j; dent and director of Stone & Web- 
|| ster and Blodgett, has joined the 
|| Philadelphia office of N. W. Ayer & 
| Son, Ine. 


ers participating in the drive will be | 


_ Group Now Has 


| : 5 - 
New York, May _ 3. Starting 


with a nucleus of 11 stations, Group 
Broadcasters, Inc., now has a mem- 
bership of 27 stations in the “basic 


Cleveland; KSO, 
CKLW, Detroit; 
KMBC, Kansas 
ark; WIP, Philadelphia; WEAN, 
Providence; WHEC, Rochester; 
WMAS, Springfield, Mass.; KWK, St. 
Louis; WSPD, Toledo; WIBX, Utica; 
WOL, Washington, D. C.; WMT, 
Waterloo, Ia.; WKBN, Youngstown; 
and WCAE, Pittsburgh. 

In addition, contract negotiations 
are now being completed with eleven 
other stations in the “basic area.” 
With this area taken care of, invi- 
tations have gone out to 
serving all the important markets in 
other sections of the country, and 
acceptances from approximately ten 
stations have already been received. 


Des Moines; 
WDRC, Hartford; 
City; WOR, 


Promotion and Research Managers | 


} 


Pa- | 


27 Affiliates 


area.”’ Members are: 

WADC, Akron; WBAL, Baltimore; 
WLBZ, Bangor; WNAC, Boston; 
WICC, Bridgeport; WGR-WKBW, 
Buffalo; KWCR, Cedar Rapids, Ia.; | 
KYW, Chicago; WSAI-WLW, Cin- 
cinnati; WAIU, Columbus; WHK, 


New- | 


stations | 


G. C. Laing Dies 


Garrie C. Laing, at one time pub 
lisher of the Saginaw, Mich., Daily 
Star and later the Daily Advocate, 
died at his home in Bay City, Mich, 
April 26. 


3,396,309 | 
100% | 

VOLUNTARY | 

PROSPECTS 


of which 1,626,203 
are adults. The 
balance are young 
women. 

The only effective, 
and_ economical 
system for covering the Home Economics 
field thoroughly. 


ST. 
PRODUCTS 


TRADE MARK 


Y 
SOucaTION 


| |} HOME MAKERS EDUCATIONAL SERVICE 
Gerald B. Wadsworth, Director 


Freeport New York! 


NESSHSiBIC 
“AND ASSOCIATE 


ISING ART 
IGAN AVE, CHICAGO 


ADV 


CE 
225 N. MIC 


* 2 
irits 
For May 

ls Out 


Request a copy of the 8th issue of the 
First Business Paper of Whiskies, Wines 
and Kindred Products. SPIRITS, 220 East 
42nd Street, New York. 


— - _— 7 


Ss 


| 


ENVELOPES 


ORIGINATORS — DESIGNERS — MANUFACTURERS 
SALES PRODUCING ENVELOPES 


Commercial, Window, Catalogue, and _ Special | 
Sizes. All Stock Sizes Can Be Delivered | 
Within 24 Hours 
MILWAUKEE ENVELOPE MFG. CO. 
H. |. Goodere, Chi.Mor. 8. 0. Howard, Seey. 


Daily News Bidg. 1129 No. 7th St. 
State 5161 Milwaukee, Wis. 
— 


CONTRASTY 
PHOTOSTATS 


Right size. Fast service. 
’ ov 
Can anyone want more: 


RAPID COPY SERVICE 


{Vanderbilt 3-3680 
Now York) plaza 3-1360 


Cleveland: Main 9335 


Chi {State 6013-4 
'©99° State 5980-! 


| 
ii 


ll 


MT 


MASS PLAN ADVEATIS 


HOME-TO-HOME DISTRIBUTION OF ADVERTISING AND SAMPLES | 


} 


Wiis 


will 


Big 4 can point the way to a more intelligent and 
more profitable use of Mass Plan Direct-to-the-Home 
distribution of advertising and samples in the Chicago 
43 trade area. We have been so credited by national 
advertisers whom we have been privileged to serve 
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In formation 
forAdvertisers 


The following documents may be se 
cured without charge by any national 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No, 589. Passenger Car Dealer Rep- 
resentation by Population Groups. 
Two monographs published by 

Household Magazine giving the data 

on passenger car dealerships by the 

various intermediate population 
groups by states, by geographical 
areas, and by makes. The informa- 

tion is of January, 1934. 


No. 563. A Cool Million Out of a 

Clean Cellar. 

This is an emphasis of the circu- 
lation of Grit, Williamsport, Pa.. | 
which makes the statement that its 
readers pay precisely $1,021,230 a 
year for the paper. “Such a state of 
affairs is not unparalleled in the pub- 
lishing business, but it is most un- 
usual,” Grit commented. “And it 
really means something to advertis- 
ers who possess a healthy, normal 
curiosity about the kind of people 
who read their copy.” 


No. 558. Fawcett’s Broadcaster. 


A very attractive and interesting 
tabloid news bulletin issued regu- 
larly by Fawcett Publications, Inc., 
giving a highly pictorial presenta- 
tion of the editorial, circulation and 
promotional activities of the Fawcett 
Women’s Group. Also contains much 
marketing and statistical informa- 
tion. 


No. 560. First in Advertising Reve- 
nue, in Advertising Lineage, in 
Circulation, and Many Other 
“Firsts.” 

This colorful booklet gives an up- 
to-date picture of the Ladies’ Home 
Journal, pointing out its leadership 
in many editorial features which | 
have proved popular with its read- 
ers. Typical pages are reproduced 


of readers of National Geographic 

Magazine in Montclair, N. J. ee | Ward Bakes It, 
tively presented in pictorial form . 
accompanied by brief explanations, and Housewives 
the volume contains a great deal of | 

information about the publication’s | Frost New Cake 
readers. It also contains a break- 

down of the percentage who bought 
automobiles, oil burners, etc., during New York, May 3.—So _ success- 


the depression, and an analysis of | ful was the “Frost-at-Home” cake of 
subscribers’ reading habits. the Ward Baking Company, origin- 


; ally introduced some time ago as 
No. 576. Six Redbook Novels. 


a one-week event, that it was con- 
A compilation, in book form, of the| tinued through to the end of the 
first six novels which have appeared| month of April. 
in Redbook since the magazine Radio hook-up was used to ac- 
adopted the policy of publishing a| quaint housewives with the product 
novel complete in each issue. Dashiell | and the idea. Fletcher & Ellis, Inc., 
Hammett, Mignon C. Eberhart, Sir | handled the details. 
Philip Gibbs, James Warner Bellah, The cake, made on a home recipe, 
Agatha Christie, and Charles L. Clif-| was 13-egg angel food. Realizing 
ford are the authors represented. that wrapping often destroys the fin- 


showing the editorial style and ap- 
peal, and the full color reproductions 
in which this publication pioneered. | 
The Curtis circulation methods are | 
analyzed and the lineage standing | 
of the magazine in the women’s field | 
is shown, 


No. 549. Farmer to Farmer Selling 
in the Country Gentleman. 


A brochure which tells the story of 
“The Farmers’ Market Place” in the 
Country Gentleman, with a record 


of the advertisers, the results secured, 
ete. 


No. 547. More Chance to Sell. 

A reproduction of a series of New 
York News advertisements which ap- 
peared in Women's Wear. Inimitable 
News advertisements, with a chuckle 
‘n every line, but informative and 
thought-provoking also. 


No. 570. The 
Beauty. 
Complete results of the third sur- 
Yey conducted among Modern Maga- | 
“le readers to determine brand pref- 
“rences and purchasing habits in so 
‘ar as cosmetics and beauty aids are 
“oneerned. Presented in the Feb- 
Mary issue of “The Dellegram,” pub- 
‘ished by Dell Publishing Company. 


Third Survey of 


No. 538. Without These People the 


Town Could Not Function. 
ce Unusually interesting and at- 
‘active report of a study of the type | 


2 LOCATIONS | 


Vean fast service 
= 


CONTRASTY 
PHOTOSTATS 


RAPID COPY SERVICE 


New Yop, !Vanderbilt 3-3680 
*w York Piase 9-1360 


Cleveland: Main 9335 


Chi {State 6013-4 
=. “99° ) State 5980-1 


ished appearance of the frosting, 
Ward Baking Company mixed the 
frosting and placed it in the center 
opening of the cake in an attrac- 
tively shaped cup. Spreading is 
done by the housewife. 


Clipp Appointed 


Roger W. Clipp has been appointed 
assistant manager of NBC operated 
stations in the new expansion of the 
station relations department, under 
William S. Hedges. 


Tells Importance of 
Advertising to Buyers 


Walter Nuttall, purchasing agent, 
Blaw-Knox Company, talked before 
the Pittsburgh Industrial 
ing Council last 


Advertis- | 
month on the im-| signer, has 
portance of advertising to the pur-| Ave., New York. 


chasing department in 
with sales solicitation. 

The association has taken no defi- 
nite action on its proposed affiliation 
with the N. I. A. A. 


Myers Will Move 


Willard G. Myers, automotive and 
industrial advertising agency, will 
move to the RCA Bldg., Rockefeller 
Center, New York, about May 1. 


connection 


Agency in New Home 
Badger and Browning & Hersey, 
Inc., New York, has moved to RCA 


Bldg. The new telephone is Circle 
7-3720. 
Dreyfuss Moves 
Henry Dreyfuss, industrial de- 


moved to 501 Madison 


I always use prepared 


biscuit flour now” 


HIS younger housewife is playing a vital part in 


advertising plans which have volume sales as their 


objective. Hers is the plastic mind of twenty-five, the 


important age when buying habits are forming. 


Just as she buys a new kind of magazine . 


. . SERE- 


NADE, NEW MOVIE, HOME, TOWER RADIO, MYS- 


TERY .. 


. Written in a new quicker tempo by the best 


authors in America, so she is quicker to respond to new 


products, to new recipes, to news about time-saving 


home equipment, than the older housewife whose buy- 


ing habits are settled. Each month, 1,300,000 copies of 


Tower Magazines are purchased in the Woolworth Stores 


and selected newsstands. . 


tion, every copy for cash . 


. a 100% voluntary circula- 


. . directed with scientific 


accuracy into your most profitable markets, the 1269 


tested key markets where 75% of all retail buying is 


done today. 


Manufacturers of cereals and canned goods, shorten- 


ings and flours, sauces and condiments . . . Tower Maga-" 


zines Offer you new prospects . . . new profits! 


Writing in Tower’s Quicker Tempo 


Konrad Bercovici, Elaine Sterne Carrington, Thyra Samter Wins- 
low, Alice Douglas Kelley, Frederic Van de Water, Will Irwin, 
Frances Parkinson Keyes, Princess der Ling, Margaret Sangster, 
Ellery Queen, Stuart Palmer, are a few of the many skilled crafts- 


men who appear in this month's issue of Tower Magazines. 


GAZINES, INC. 


NEW YORK + CHICAGO + SAN FRANCISCO - HOLLYWOOD 
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need this: 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 


Telephone Calumet 7200 


EINSON- 


FREEMAN 
| SAYS: 


Drug advertising has taught 
the whole field of merchan- 
dising a great lesson in the 
effective way it uses the 
Dealer's window. 


Einson-Freeman CO. Inc. 


Window-Display 
Headquarters 
Long Island City New York 


NEWSPAPER PUBLISHERS FILL DINING ROOM FOR BUREAU OF ADVERTISING'S ANNUAL DINNER 


C 


? 


‘ 9 ; ied “ ey 
PROBS . . oe 


we Tar ue 


Astoria, New York, last week. 


es 


General view at the thirteenth annual dinner of the Bureau of Advertising of American Newspaper Publishers Association, held at the Waldorf- 


An overflow crowd attended. 


Mabel Stoakley Heads 
Toronto Women’s Club 


Mabel Stoakley has been elected 
president of the Women’s Advertis- 
ing Club of Toronto, the membership 
of which has increased from 43 to 105 
since it was organized a year ago. 
Other officers: 

Mrs, Barbara Lowrey, 
dent; Margaret Brown, secretary; 
Margaret Findlay, treasurer. Dor- 
othy Lumbers, Thelma Palmer and 


vice-presi- 


Mae Abbott were named directors. 


Joins Shippers’ Group 


The Gummed Products Company, 


Troy, Ohio, maker of Trojan gummed 
paper, has become a member of the 
| Miami Valley Shippers’ Association. 


Sundays included. 


ON ELECTROTYPES 
STEREOS AND PLATES 


Effective immediately Railway Express announces a reduction in ship- 
ping costs of stereos, electrotypes and advertising and illustrating plates 
from 35c minimum to 25c minimum! 

Many advertising agencies, publishers, engravers and electrotypers 
are specifying Railway Express because this nation-wide service means 
RUSH all the way from pick-up to delivery. Railway Express deliv- 
ery service knows no closing hours and promises delivery nights and 


ELECTROTYPES - 


STEREOS .- 


Pound rates minimum, 25¢ 
MATS — Pound rates minimum 25 
ADVERTISING MATTER 


Printed, Engraved, Etc., 1c each 2 ozs. or fracti 


ENGRAVINGS - ETC. 


Mini 


15¢—Value Limit $10 


We give a receipt on pick-up and take a receipt from the consignee 
showing date and hour of delivery. This service is maintained in all 
principal cities and towns. What better way to safeguard against 
emergencies and closing dates? For information or service merely 
telephone nearest Railway Express Office. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 


UNUSUAL COPY 
DELIVERS FOR 
HEALTH CLUB 


Forceful Advertising Stirs 
Much Attention 


New York, May 3.—In handling 
one of the toughest assignments an 
advertising man may be asked to ful- 
fill, Henry C. Baer, managing direc- 
tor of the Crystal Health Club, which 
is located in the basement of the 
Woolworth Building, has met suc- 
cess during the past seven months 


through use of straight-from-the- 
shoulder copy punches in  news- 
papers. 


The organization has been in busi- 
ness for 25 years, the past 14 of 
which it has been quartered on two 
basement levels of the famous build- 
ing, but at no time before last Oc- 
tober had it used newspaper adver- 
tising to bring in new prospects. 

Since that month, it has used two 
insertions weekly in both the New 
York Times and The Sun. Though 
now entering its dull season and 
cutting its lineage to 60 per inser- 
tion, 30 lines on two columns, the 
results obtained from the initial cam- 
paign have been such that additional 
metropolitan papers and a German 
paper will be used next fall, accord- 
ing to Mr. Baer, who has been writ- 
ing and handling the newspaper ad- 
vertising, 

The fall advertising will probably 
be made up of the same size copy as 


comprised the bulk of the recent 
campaign, that is, about 105 lines 


divided between two columns. For 
a while, slightly smaller space in 
single column width was tested, but 
the two-column copy proved best. 

This is probably the only news- 
paper advertising being run consist- 
ently on a health maintenance serv- 
ice to men. A few years ago, Mr. 
Baer recalls, another organization 
tried it, using medical arguments, 
but, too technical, it was soon dis- 
continued. 

Without illustration, Crystal 
Health Club’s advertising talks to 
business men in their own language, 
and tartly, too, sometimes. Its in- 
spiration came from a free-lance 
writer’s bold challenge on behalf of 
an Atlantic City institution some 
time ago to business men who have 
forgotten their health during their 
strenuous pursuit of business affairs. 

“The problem confronted is to jolt 


the prospect into a receptive mood,” 


Mr. Baer explains. “Present living 
conditions cause young men to enter 
business full of ambition and bodily 
vigor. They pursue their work with 
great application of energy for ten 
or 15 years, at the end of which pe- 
riod their stored up, youthful vitality 
begins to fail, 

“We try to make them realize that 
maintaining their physical well-be- 
ing is as important a part of their 
business responsibilities as the con- 
servation of any other assets in- 
trusted to them. Most of our mem- 
bers are in the middle and upper 
income brackets and 35 years of age 
or older.” 

The spirit of the copy is illustrated 
very well in a folder that starts off 
with: “Crude as the word may be— 
there is no synonym for ‘guts.’ ” 


Unique Headings Used 


Catchline headings of the news- 
paper advertisements employ. the 
business man’s every day vocabulary. 
“A ‘Corporation’ Is Bad Business,” 
“The Slump Every Executive Fears” 
and “More Red Blood . . Less 
Red Ink” are indicative of the mood. 
Copy under the first heading quoted 
said: 

“Nothing is so expensive as a 
stomach that’s too expansive. Over- 
weight is dangerous for you and bad 
for your business. Alert executives 
are acquiring the modern streamline 
here . . fewer pounds means more 
pep. 

“We've put many overweight in- 
surance rejects ‘in line.’ Our system 
of graduated ‘custom built’ exercise 

. handball or squash . . never 


fails . . plus elimination in hot or 
steam rooms . . a bracing expert 
massage . . a tonic plunge in our 


75-foot pool and the magic of ultra- 
violet sum rays .. the poundage 
just melts away... .” 

Selection of days on which 
copy appears rested on executive 
habits, In the evening paper, Mon- 
day and Thursday insertions are 
used, because the first is likely to be 
a night of rest, reflection and plan- 
ning after an active week-end and 
the latter an eve of home duty on 
the maid’s night off. 

In the Times position in the finan- 


the 


cial section has been specified, while 
in the Sun, run of the paper is taken. 
Sun copy is occasionally directed 


to women. One of the most discussed | 


advertisements so far run was that 
addressed “To Wives of ‘Easy Chair’ 
Husbands.” 

It discussed the husband who has 
the jitters, is nervous and fagged, 
slumps into his easy chair, in for 
the night, too tired for bridge or 
movies. It audaciously suggested 
that wives clip the advertisement 
and place it on his breakfast plate 
next morning. 

Writing of such advertisements as 
this resulted from the fact that wo- 
men some months ago began inquir- 
ing about the Crystal Health Club 
facilities for their husbands, though 
the copy had not been intended, up 
to that time, to attract the feminine 
eye. 


“Pages |] 
that SELL. 


Four pages—one sheet 
of sturdy bond papet 
—covering 11 major 
headings about radio, 
newspapers, farm, 
trade or general mage 
zines (regional or national)—now help publishers and 
broadcasters to sell more space or time. Furnish infor 
mation this modern way. Agencies also use AMA 
forms as "questionnaires." ¢ ¢ Send for samples tods) 
on your letterhead. No obligation to buy. 


ADVERTISING MEDIUM ANALYSIS 
500 Sansome Street San Francisco 


“FOUR PAGES 


Reg. U. S. Pat. Off. 


225 N. MICHIGAN AVE 

LtA. 4041 
919 N. MICHIGAN AV 
fuP. 2621 ___ 


221 N.LA SALLE /TRE 
RAN. 3270 


ES 


Send for McCandlish .-- 


The story behind some ofthe most beautifully 
lithographed displays and posters in Americe ® 
that the buyer discovered that McCandlish man 
a fetish of faithful reproduction, thus giviné as 
poster the full advertising benefit ofall the bea wd 
and color in the original finished sketch. Pot er 
ers of any size and for advertising displays. caeat 
pay youto see orwrite A.R.McCandlish,Pres! 


McCANDLISH 


ROBERTS AVE. AND STOKLEY ST 


pH 
LITHOGRA 

CORPORATION 

PHILADELPHIA PA. 
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SMOKE RELATES 
STORY FOR PIPE 


New York, May 3. — Expanding 
in the metropolitan area have 
been accompanied by an increase in 
advertising and the use of occasional 
iarger insertions which enable tell- 


Tlangl the BUTINER PIPE da Sule 


1 MAD TWE PRIDE OF A SELF-MADE \. 
ae nw WHEN 1 SRST CAME OUT 


sales 


Mam AFTER | WORKED MY War . 
TWROUGH THE BUTTER CERAMIC 


wc OG SCRAP BETWEEN FLAME | | 

awo TOBACCO. 1 WAS TOUGH | | | FILTER, A HARD SCHOOL~ BUT IT 
| pyoucm TO BITE ANY SMOKER TOOK A LOT OF UNDESIRARLE : 
| apn | STARTED DOWN THE + | Quauines our oF mE. frat | 
| guTTNER BOWL DESFAVED THE DEGAEE OF 8. S- 
Bei >. (BETTER SMOKE) WHEN | CAME 
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uO WONDER | MADE GOOD Wt q 
my Gio TEST WITH THE SMOK- | Fo) HIMSELF, THE GUTTRER PIPE 
no SUBUC. | COOPERATES j] MADE A DIFFERENT MAN OF ME. 
wits THE SUTTNER PIPE TO win | JUST ASK ANYBODY WHO EVER 


SMOKERS AWAY FROM OTWER SMOKED OWE. HOW COM, HOW [7 
Sweet, HOw DRY | Ams 
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pipes AMO FROM CIGARS AND 
COGARETTES, | ARRIVED, | BECAME 
, ——\_A SUCCESS 
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7 cH CLASS TOBACCOMSTS, SPORTING GOOOS STORES sad MOTEL CGAR COUNTERS 
SU UTNER PIPE CORPORATION OF AMERICA, 420 Lesington Ave. Now Vor’ City 


Typical copy in the current news- 
paper campaign for Buttner pipes. 


ing the story of the Buttner Pipe in 
cartoon style. 

The Buttner Pipe Corporation of 
America, handling American distri- 
bution of the British pipe, started 
using small space in newspapers last 
fall. Atherton & Currier handle the 
advertising. 

The infiltration plan is being fol- 
lowed, with advertising predicated 
on actual sales and necessarily fol- 
lowing the setting-up of dealer chan- 
nels. Starting in New York, the ad- 
vertising is expected eventually to 
become national in scope. 

The cartoon in the larger space 
advertisements, which are 315 lines, 
personifies a smoke cloud and tells 
a cool smoke story, getting over an 
explanation of the special construc- 
tion in so doing. 

Using an unlighted match as a 
pointer, the smoke image boasts 
that it was a “pretty hot young fel- 
low’ when it first emanated from 
the “big scrap between flame and 
and started down the Butt- 
bowl. Passing through the 
ceramic filter, a “hard school,” took 
a lot of undesirable qualities from 
him, he admits. 

“No wonder I made good in my 
big test with the smoking public,” 
he exclaims. “I cooperated with the 
Buttner Pipe to win smokers away 
from other pipes, and from cigars 
and cigarettes. I arrived. I became 
a success... The Buttner pipe made 
a different man of me.” 


tobacco,” 
ner 


Liquor Firm Appoints 
Julius Wile Sons & Co., Inc., New 
York, U. S. agents fer Benedictine, 
has appointed Hommann, Tarcher & 
Sheldon, Inc., New York, to direct 
4 campaign on that product in class 
Magazines and newspapers. 


= 


Huber and Meighan 
with Getchell Agency 


W. R. Huber, for the past 15 years 
connected with General Motors Cor- 
poration, and Howard S. Meighan, 
formerly vice-president of Scott Howe 
Bowen, Inc., have joined J. Stirling 
Getchell, Inc., 

Mr. Huber will be located in the 
agency’s Detroit office. Mr. Meighan 
will be attached to the radio depart- 
ment in New York. 


Urge Restricted Outlets 


The Rhode Island Grocers’ and 
Marketmen’s Association, meeting at 
the Narragansett Hotel, Providence, 
R. I., approved a resolution asking 
that retail stores whose volume of 
food business is not 60 per cent of 
their total business be prevented 
from handling food. 


Sale of Labels 
To Defray NRA 


Code Expenses 


Washington, D. C., May 3.—Many | 
industries plan to defray the cost of 
code administration under NRA by 
the sale of labels, a meeting of code 
authorities in the apparel industries 
revealed this week. To this end, ex: | 
clusive power to issue labels in such 
industries will be vested in the re- | 
spective code authorities. 

There has been no uniformity in 
label provisions appearing in codes, 
but under the proposed provisions, | 
uniform regulations governing the | 
use of labels will be incorporated in 
codes of all industries which are 


|gloves, 


planning to meet administration 
costs in this way. 

These regulations provide that the | 
charge made for labels shall be sub-| 
ject to supervision by the adminis- | 
trator “and shall not be more than | 
an amount necessary to cover the | 
actual reasonable cost thereof, in-| 
cluding actual printing, distribution | 
and administration and supervision | 
of the use thereof.” 

Divisions of the apparel industries | 
represented at the hearing included | 
coats and suits, cotton garments, 
dresses, robes, knitted outerwear, | 
corsets, men’s clothing, 
blouses and skirts, etc. 


Smith Leaves Fisk 


Howard C. Smith has resigned as 
advertising manager of Fisk Rub- 
ber Corporation, Chicopee, Mass. 


Dreher’s New Work 


Frank T. Dreher, formerly busi- 


| ness manager of the Evansville, Ind., 


Press, has been made advertising 
manager of the Denver Rocky Moun- 
tain News, succeeding Fred E. Liv- 
ingston, resigned. 


Knox Hats to Getchell 


Hat Corporation of America, New 
York, has appointed J. Stirling Get- 
chell, Inc., New York, to direct adver- 
tising of Knox, Byron and Dunlap 
hats for men and women. 


One More for Peck 


Peck Advertising Agency, Inc., 
New York, has been appointed by 
Loft Pure Food Markets, Inc., New 
York, a new company headed by the 
founder and former president of the 
Loft candy chain. 


Greater Income -- 
Greater Buying Power 


INCOME TAX RETURNS 
HEAVIEST SINCE 1929 


45,183 File@ In District, 350 More 
Than Last Year, 


Charles A. Moore, chief of’ the in- sey 
come tax division here for the Inter- RS 
nal Revenue office, Wednesday re~ 
ported that 45,183 income tax returns 
—the greatest number since 1929— 
were filed at the Federal Building be- 
fore the March 
number of returns exceeded the num- 
ber filed a year ago by 350. 
Mr. Moore believed recently an- 
nounced determination of the Depart- 
ment of Justice to proceed against | 
: non-filers was responsivle for much 
»  \*@ lof the increase. 


15 deadline. 


The 


Pie: 


Aw, don’t 
just sit there 


It's getting me down. I 
Write these ads, and people 
read ‘em, I'm sure. But 
only a few jar themselves 
out of their groove and call 


for a boy. That bothers me. 
I snagged only five new cus- 
tomers last week. It’s these 
ads, not our service; we 
rarely 


lose a customer. Come 

Expose yourself. Give 
us a call... By the way, we 
mike photostats. 


RAPID COPY SERVICE 


New York Vanderbilt 3-3680 
[Plaza 3-1360 
Cleveland: Main 9335 
{State 6013-4 


Chi 
“99° State 5980-1 


- - - this Market is easily reache 


at one low cost thr 


o~ 


The Conrier-Zournal. 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. 


Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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ADVERTISING AGE 


May 5, 1934 


Radio Research Firm 
Opens in New York 


Interstate Research 


specializing in investigations of ra- 
dio program popularity conducted | 


through arrangement with Western 
(Continued from Page 1) 


Union and Postal Telegraph, has 
opened offices in the RKO Bldg., New | 
York. 
Officers are Robert Kalison, presi- 
dent; Simon Friedman, vice-presi- 
dent; R. E. Munson, secretary, and | 
Lester Wartels, treasurer. 

ae The N. R. D. G. A. Bulletin and 

Two Join F. & S. & R. | the Dry Goods Economist each had 

K. F. Cobb has joined the Cleve. | 44-Pase supplements in their last is- 

land office of Fuller & Smith & Ross, a Merchandtes Manager pub- 

Inc., as a copywriter. M. M. Scott, | lished a sizable supplement on a mus- 

formerly with Westinghouse at East|lin finish insert. The Dry Goods 

Pittsburgh, Pa., will also be added! Merchants Trade Journal ran a 36- 

to the copy department on the West-| page supplement. New York Journal 

inghouse lighting division. of Commerce has run a special series 

ae om of pages on Mondays the past four 

|weeks. Daily News Record has been 

running one and two special pages 

every Monday and Thursday and 


Corporation, | 


Joins Mergenthaler 


Joseph J. Dallas, president of the| 
Printing Supply Salesmen’s Guild of 


New England, has joined the New, Women’s Wear Daily's participation 
England staff of the Mergenthaler | has been of similar nature. 

Linotype Company. The Cotton-Textile Institute has 

— = mailed out over 300,000 pieces of 

ns §=§6 terial showing how effective ad- 

vertising and promotion of cotton 


can be carried on during the week. 

New groups planning to join the | 
event are drug and grocery stores. 
Department stores will feature not 
only cotton garments but other ar- 


ticles in store-wide programs. 
A Complete Many stores will advertise the 
facts that the cotton textile indus 


Production Service 


try now has about 145,000 more peo- 
ple on payrolls than in March, 1933, 


TYPOGRAPHY and payrolls themselves have dou- 
LECTR TY bled in that time; that 12,000,000 
E oO PES people, or about ten per cent of the 
MATR I C E y nation’s population are dependent 
- upon cotton growing, manufactur- 
STEREOTYPES ing or distribution for their liveli- 
PR ’ N T 2 N G hood; and that 50 per cent of the 
world’s total cotton production is 


grown in this country, where annual 
per capita consumption is approxi- 


mately 61 square yards. 
Western 
N U ‘ Foreign Stores Interested 
ewspaper mion Considerable interest has been 


NEW YORK «+ 310 East 45th St. 
HICAGO + 210 So. Desplaine St. 


and 34 other cities 


|taken by stores in other countries, 
|particularly Canada. A large post- 
age bill was paid on the complete 
set of helps and material, including 
|color poster, sent air mail to a Hon- 


To know what ABO”* cover- 


age really means check circula- 
tion lists with your salesmen 


*ACTIVE BUYERS ONLY 


MILL©& FACTORY 


A CONOVER-MAST PUBLICATION 


ADVERTISING OF 


lalso sought 


UZ 
ta * 
NATIONAL 
COTTON WEEK 


MAY 14-19 


Official poster for National Cot- 
ton Week, in which thousands of 
manufacturers and sellers of cot- 
ton products annually join hands. 


olulu store. Some European stores 
information on how to 
promote cotton merchandise. 
Included in material prepared by 
the Cotton-Textile Institute, which 
in itself has no advertising appro- 
priation for the week, were four bul- 
letins, largest of which was 24 pages 
on advertising and promotion ideas. 
Others dealt with merchandising, 
fashions and organizing community 
campaigns by gaining cooperation of 
banks, laundries and other establish- 
ments. 

A list of firms from whom store 
selling helps could be obtained was 
distributed in folder form. Manu- 


facturers offering {advertising and 
display materials were classified. 
Several national advertisers’ book- 


lets, such as those of soap compa- 
nies on washing fabrics, were listed 
as available to distribution by stores 
free, or at low cost. 

Because of requests for radio 
shorts, a series of six was prepared, 
as well as one long script. These 
will be sponsored by stores in local 
broadcasts. They stress cotton’s re- 
moval from kitchen to parlor, so far 
as style is concerned. 

Window display contests are part 
of the nation wide program, which 
is expected to speed the sale of cot- 
tons for at least three months. The 
Cotton-Textile Institute plans to fol- 
low up the main drive with addi- 
tional promotional helps during this 
period. 


Crispness Theme 


New York, May 3.—With warmer 
days in prospect, Kellogg Company 
has launched advertising in news- 
papers reviving the “change to 
crispness” theme of a year ago. 

Linked with the crispness appeal 
is that of freshness. Advertising 
appearing plays up the grocer and 
the fact that he is ready with a 
new fresh supply. 

With cold weather passed, 
need for hot cereals is not pro- 
nounced and Kellogg’s urge that 
“it’s time to break the monotony of 


the 


heavy foods, and change to crisp- 
ness.” 
N. W. Ayer & Son, Ine., is the 


agency. 


Forbes and Van Elkan 


Join Reliance Graphic 
Charles C. Forbes, for the past five 
years sales promotion manager of 
Victor Talking Machine Company, 
has joined the Reliance Graphic Cor- 
poration, New York, as head of the 
copy and plan department. 
Ewald Van Elkan has closed his 
free-lance studio to head the art de- 
partment of the direct mail firm. 


Two Boston Accounts 


to Churchill-Hall, Inc. 
William G. Bell, Bell’s seasoning 
and Bell’s prepared dressing, and D. 
| & L. Slade Company, Slade’s spices 
and other grocery specialties, both of 
Boston, have appointed Churchill- 


205 E. 42nd St., New York City . . «~. 333 N. Michigan Ave., Chicago 


COTTON WEEK POSTER | New Tums Home 


a 


Trade Papers Merge 
The Spokesman Publishing Com. 
pany, Cincinnati, publisher of Aufo. 
body Trimmer & Painter, has bought 
Motor Body Paint & Trim from the 


Will Resemble 
A Jewel Case Ware Bros. Company, Philadelphia. 
The combined magazine will con. 


| tinue under the former name. 
St. Louis, Mo., May 3.—Work on | ks ae 
the jewel-like new building being | 
erected for Tums, latest success of 
the A. H. Lewis Medicine Company, 
is being rushed to permit occupancy 
by June 15. Though Tums is a child 
of the depression, having been intro- 
duced only a few years ago, it is 
pressing its older brothers, Nature’s G 
Remedy and NR Jrs. for supremacy. 
Though the structure which will 
serve further to advertise Tums is 
only four stories high, its glittering 
exterior gives the impression of a 
towering structure. Architects were 
given orders to combine utility with 
advertising value. 

Vivid colored metals were com- 
bined with stone in the design of the 
building. A _ blue-black terra cotta 
base will provide a striking contrast 
with a mottled cream finish above the 
second floor. A gold finish on verti- 
cal mullions makes the building look 
like a huge jewel case. 

Irwin L. Mahl, advertising man- 
ager of the Lewis Medicine Company, 
made suggestions to the architects as 
they were drawing their plans. The 
Tums account, like others of the com- 
pany, is handled by Ruthrauff & 
Ryan, St. Louis. 


oe 
Magazine’s New Home 
American Spectator, New York, 
has occupied larger offices at 55 Fifth 
Ave. The new telephone is Algon. 
quin 4-0400. 


. . 33 
Joins “Esquire 
._ P. Berkes, formerly with the 
Patterson Publishing Company, Chi. 
cago, has been appointed production 
manager of Esquire. 


——e 


RESEARCH 
SIMPLIFIED 


The quickest, most economical! 
method of getting a true cross- 


section of facts and opinions is 
by handling the collected data 
automatically —by means of 
punched cards and electric tabu- 


lating machines. 


The Tabulating 
Service Bureau, which employs this 
method, will help you formulate 
plans, design questionnaires, inter- 
pret facts, and will assume the en- 


International 


Packaging Exhibit 

Opens Special Display 
A special exhibit of fancy and dec- 
orative papers and set-up paper boxes 
is being held during the month of 
May at the Permanent Packaging 
Exhibit, 425 Fourth Ave., New York. 
The Permanent Packaging Exhibit, 
sponsored by Modern Packaging, con- 
tains more than 20,000 items in every 


tire task of analyzing the data 


and compiling the statistics. 


Learn about this unique service 
and be prepared. On receipt of 
your written request we shall be 


type and variety of package. It is glad to send a representative to 
open to the public without charge. give you full details. Not the 
: . lightest obligation is involved. 
Enlarges Taxi Service ~ . | 
Wallace M. Hughes, Ine., has INTERNATIONAL BUSINESS 


equipped 200 of the Blue Light cabs 
in Washington with the same rotat- 


MACHINES CORPORATION 


ing advertising device which has International 

been in the Terminal cabs in New Tabulating Service 270 Broadway 
York since June, 1931. The device, NH New York NY 
electrically lighted, rotates 22 adver- | Bureau ee 


tisements in color. 


| IT DARES TO BE DIFFERENT | 


POINT OF 


DIFFERENCE NO. 1 


) f 

© THE ONLY 
INTERNATIONAL DAILY 
NEWSPAPER..... 


The Christian Science Monitor gathers the news 
of all the world, and distributes it throughout 
the world. It is read in 124 countries. It has 
twelve news bureaus . . . hundreds of cor- 
respondents . . in addition to Associated Press, 
United Press and Press Wireless service. 
Monitor readers are open-minded, far-seeing, 
receptive of every good service or product. 


THE 
CHRISTIAN SCIENCE 
MONITOR 


The Christian Science Publishing Society 


Boston, Massachusetts 


Published by 


Branch Offices: New York, Chicago, Detroit, St. Louis, 
ansas City, San Francisco, Los Angeles, Seattle, Miami, 
London, Paris, Berlin, Florence, Geneva. 


| Hall. Inc., New York. 


(A-8609) 


| AN INTERNATIONAL DAILY NEWSPAPER 
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Classified 
Advertisin 


The rate for this department is 40 
cents a line (not agate line); mini- 


mum, $2 


, —_—__———_ a 
PROPERTY FOR SALE 


As an advertising person you will 
appreciate artistic little Cape Cod 
house in Larchmont. Seven rooms, 
wood-paneled living room, open fire- 


place convenient; reasonable rental. | 


Box 453, ADVERTISING AGE, New York. 


— 
POSITIONS WANTED 


Advertising representative desires 


connection with growing concern. 
Eastern territory. New York head- 
quarters. Ten years with leading 


trade newspaper and magazine pub- 
lisher. Textile, apparel, and allied 
field Strictly commission. Broad 
merchandising and advertising ex- 
perience. Box 454, ADVERTISING AGE, 
New York. 

Copywriter. Now employed New 
York 4-A agency. 7 years national 
magazine, newspaper business paper 
copy, plan and contact experience 
leading accounts. College educated. 
Seeks connection New York agency. 
Reasonable compensation. Box 456, 
ADVERTISING AGE, Chicago. 


OFFICE SPACE 
Publishers representative has fine 
Chicago office suite and secretary to 
share on fifty-fifty or flat monthly 
Very reasonable. Telephone 
Franklin 0138. 


basis 


Appoints Hoyt Agency 
Reliable Flour Company, 
has apponted the Boston 
Charles W. Hoyt Company. 


Boston, 
office of 
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For Advertising Men 
NEW RECREATION 


Here's a tonie that banishes all 
Worry about closing dates, mar- 
Ket problems, 

First—a quick dash to your 
home at Standish Hall . . re- 
'reshing shower. Then to horse 
_: Wong the winding trails in 
Central Park. (Or boating, or a 


brisk walk across the North 
Meadow.) 

Home again for dinner in the 
*xcellent Standish Hall restau- 
rant. Later, the theatre . . only 
lve minutes by subway! . 


Recreation & Convenience 
tienes. of the pleasure of living at 
fa — Hall. Overlooking Manhat- 
from Cat Park, just a few steps 
of the pi tral Park, it has advantages 

,. Country plus town-house com- 


forts ' : : 
Its complete hotel service is 


efficient. yet friendly. 
i Apartments 

«- $ Or mo > lenie , 
ranged re rooms, conveniently 


baths. Fy Large closets, smart tiled 
re ly equipped serving pan- 
thonghtt Sunny exposures are 
n-tn th. Appointments 

rentals down-to 


D-tothen “ye 

earth. nute; 
Available . 
bartmn today, a few unfurnished 

furnicdu gO lease . . or newly 

for WS if you prefer. See them 
© Yourself—now! 


lanbish Hall 


*S WEST 81 STSTREET- NEW YORK: 


~ Spark, Mar 


— lager Arthur Lee Direction 


NO SOFT PEDAL 
USED IN BLACK 
FLAG CAMPAIGN 


—, 


(Continued from Page 1) 

and general manager of the Black 
Flag Company, says that the news- 
|paper advertisements “tear down all 
the taboos of insecticide advertising, 
and place facts about the insect 
menace squarely and fearlessly be- 
fore the public, revolting though 
such facts may be.” 

Radio, comic section and store 
display phases of the campaign are 
built around Buck, jungle explorer 
and star of the RKO-Radio picture 
“Wild Cargo.” 


Game Given Away 


A given-away “Jungle Game” for 
children, merchandised so that each 
follows a direct sale of Black Flag, 
ties up with the radio program, in 
which Buck will be presented in a 
23-key city hookup, and the comic 
section half pages in 17 leading 
newspapers. Buck’s endorsement 
will be quoted. 

Emphasis in this part of the cam- 
paign will be laid on the statement 
that jungle insects are more danger- 
ous than wild animals. One of the 
strips, for example, shows sensa- 
tional scenes in capturing a mad ele- 
phant and a king cobra, also fierce 


animals attacking other creatures 
considered equally fierce by man- 
kind. 


“But if you know your business, 
you can get out of the way of these 
lords of the jungle—the greatest 
menace is the insects,” says copy 
following these thrilling scenes and 
introducing two final pictures that 
illustrate Buck’s jungle use of Black 
Flag. 

Typical newspaper black and white 
advertising runs 315 lines and pur- 
ports to quote frankly speaking in- 
sects, with a salesminded regard for 
the nausea it should produce in the 
reader. 

“For a million years I have car- 
ried death and destruction,” an or- 
dinary housefly confesses, following 
this up with a boastful monologue 
reminiscent of Caesar in that key 
words are “I Come, I Breed, I De- 
stroy.” 


Nausea with a Purpose 


“Of all the household pests that 
fly or crawl, I am the most deadly 
and destructive,” says he (or she). 
“Bugs, fleas, roaches and mosquitoes 
are just a bunch of amateurs com- 
pared with me most of them 
specialize in some peculiar form of 
dirt, but personally I am not par- 


ticular . . any old filth looks good 
to me. . . wherever it accumulates, 
I BREED . . wherever people live, 
I COME wherever there is 
health and cleanliness, I DE- 
STROY. 


“There is nothing too foul for me 
to live in, and nothing too pure for 
me to befoul. I infect your uten- 
sils with filth and your food with 
disease. I carry affliction to the 
aged and brush with the wings of 
death the lips of the young . . but 
the one thing I fear is Black Flag 
Liquid . . . that sweet-smelling stuff 
certainly brings death and destruc- 
tion to me.” 

A roach, caught by an interviewer 
in a talkative mood, reflected that 
“what we don’t eat at night we 
crawl over before you eat it in the 
morning!” 


Clubs Fight Racketeering 


Advertising clubs of Tenth Dis. 
trict, A. F. A., will attempt to pass 
an ordinance calling for imprison 
ment and fining of advertising rack- 
eteers, fakers and telephone charity 
solicitors who are operating with 
out the permit of a vigilance com 
mittee. 


Tung-Sol to Hartman 


Tung-Sol Lamp Works, Inc., New- 
ark, N. J., incandescent lamps and 
radio tubes, has appointed L. H. Hart- 
man Company, New York. Radio and 
automotive trade publications, news- 
papers and magazines will be used. 


Your Hair? Then 
Drink More Milk 


New York, May 3.—Milk as a hair 
tonic is discussed in a current ad- 
vertisement of Borden’s Farm Prod- 
ucts Company, in New York metro- 
politan newspapers. This advertise- 
ment marks the resumption of a 
complete series dealing with the 
many relationships of milk to health. 

The interrupted series. started 
early in the year. All insertions are 
the same size, about 400 lines. The 
company expects to follow out its 
original plan with one insertion of 
this series a week. Four of the ad- 


vertisements appeared before the 
postponement. 
The “hair tonic” advertisement 


asked what milk has to do with keep- 
ing one’s hair and replied by point- 


ing out that falling hair is often | 
needs, | 


starving hair and that hair 
among other things, an 
cystine, found in milk. 
Experiments, the advertisement 
said, have shown that a diet with 
plenty of milk not only encourages 


element, 


| actual growth of hair, but improves 


& Sons, Inc., Agency, Geyer-Cornell Company, Inc. 


eee CLEVELAND STUDIO eee 
atte, FOUN TE. ne 60 ve Illustration 
Schroeder, Richard E. ........ Illustration 
Wagner, Norman V. . . Layout and Illustration 
Engeman, JohnJ. ........ Plan & Layout 
re Design & Layout 
Se. eee .- Layout 
Geissmann, Robert G. ...... . Lettering 
Novatny, William J. .......... Lettering 
Prucher, FerdinandJ. .......... Lettering 
Schuster, Adelbert E. .......... Lettering 
i ND Se Lettering 
Woot, Mommas. 2... wie we Lettering 
Graham, Harold A. ...... . Mech. Illustration 
Kisselle, Kenneth K....... Mech. Illustration 
Krakau, Walter A......... Mech. Illustration 
Yeager, Howard K........ Mech. Illustration 
Scheel, William J............ Production 
Convene, Bomest T. . 1.6 si ews Apprentice 
> a Contact 


Illustration by Glenn Thomas for Joseph E. Seagram 


PROVIDES ENTERTAINMENT FOR BEER DRINKERS 


YOU RE WOT BC ND 
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HE OLD QUESTION Comes 
UP aca AS TO ee On 
THE WAR _ THE Amery_mavy 
OR THE MARINES. 
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al ore 8068 meets OF ree wees ce 
“MELLOWED BY NATURE” 
“STRENGTHENED BY 
REPEAL” 


Posters like this, 24 inches wide, are being supplied to stores selling 

Arrow beer by Globe Brewery, Baltimore. A newspaper — 

along similar lines, directed by Joseph Katz Company, is also being 
used, 


its life and lustre. Dr. James A. 
Tobey is quoted as saying no ex- 
ternal treatment against loss of hair 
known offers as much hope of suc- 
cess as the internal one, milk. 


Final paragraph of the text broad- 
ens the argument for use of two or 
three glasses of milk a day because 
such use brings health benefits to 
the whole body. 
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+ SIMPLICITY, POWER MARK NEW EASTERN POSTER FOR SHELL 


Me = PHOTOGRAPHIC 
REVIEW OF THE 
WEEK 


NEW BOXES TO GLADDEN HEARTS OF GOLFERS ail 6 NO 


fo Rie a TR DS.s 


* 


eh not i 
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Poster being used currently by Shell Eastern Petroleum Products, Inc., in the New England and Atlantic 
seaboard states. Outdoor Advertising Agency, Inc., New York, is handling the campaign. 


BEARDING THE LION ADDS ATTRACTIVENESS TO CATALOG 


ae 
¢ 
Group of golf ball boxes designed by Frank Condon, New York, for 
A. G. Spalding & Bros., which has just been put into service. RP i 
, , 
OFFERS SUPPORT FOR USERS OF BENDIX BRAKES PRS». ‘ 
yi « car with er hes, & 
Z 


BENDIX BRAKES,  iteesee20 


of Paul Holder, McCann-Erickson 


ienti ome Triple your seifety.... to meet tocety’s dauthled specels os 
a— “I BO Ants! eis art director, proves. Mr. Holder 
TE SOE : Sie ee Smet eesm com (back turned) is shown getting a 


Slee. close up of Kaiser for Standard 
Oil Company at Peru, Ind. Kaiser 
and an assortment of playmates 
will provide entertainment for Chi- 
cago world's fair visitors this sum- 
mer, when Standard Oil will stage 

daily ¢nimal acts. 


Spread for Bendix Products Corporation which appears r ae uy 
5 issue of "Collier's" and will run in the May 19 issue of “Saturday Cae of the cecles of uhebewieshe ba Wales tees Gidin. Gt 
Evening Post." It is the first of a series designed to back Raa A ACTION PHOTO cago, which illustrate. the salle rs Ma of asdgeeer garments itp 
facturers who offer Bendix brakes on their cars. Roche, Williams & ee: eaennenels wow elie 4 
Cunnyngham, Inc., is the agency. ead 9- . : 
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“THERE’S a real gleam n 
to the tubs I clean” th 
te 
Sil} 
Start using this better cleanser today! me 
or 
BON AMI ca 
2, tin 
Du 
Var 
- 


Druggists call this new window display created by J. M. Mathes, Inc., alt 
New York, the first unselfish advertising. Whether or not to include Bon Ami's new born chick, a fa- A giant circular thermometer with diameter of 17 feet adds intere’ 
a bottle of Bromo-Seltzer in the medicine chest is left to the drug- miliar but motionless object for to the electric spectacular for Schenley just put in operation ow 
gist's discretion, but he is expected to stock it with all the products many years, talks and demonstrates looking Times Square, New York, and featuring the “mark of mer 

he thinks his customers should keep on hand. in this new newspaper copy. emblem, now the theme of the company's advertisin9- 
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DESIGNS COPY 
T0 GET READER 
IN 3 SECONDS 


Whole Nash Engineering Ef- 
fort Breathes Action 


ANIMATING A COLD INDUSTRIAL PRODUCT 


NASH ENGINEERING COMPANY 


LET THIS FINE RETURN LINE PUMP SWING 
THE AXE ON YOUR HEATING COST 


— 


This peal ew thons the complete 
Vapor Terboe Verwom Meeting unt 
THE JENNINGS VAPOR TURBINE VACUUM HEATING PUMP 

This pump was developed to meet the modern demand for sefety 
and economy in heating. In quelity of construction and principle of oper 
ation it is identicel with the standerd Jennings Return Line Vacuum Pumps 
already described,* but it is driven by « specially designed Vapor Turbine 
which not only eliminates electric current, the one largest cost item in the 
operation of @ return line heating pump, but it promotes greater economy 


South Norwalk, Conn., May 3.—To 
be successful, industrial advertising 
copy must get the reader’s interest 
in three seconds. Such was the pre- 


cept on which George B. Wright, ad- 


yertising manager, Nash Engineer- 


ing Company, created the Nash tur- | 


bine “man,” and now writes the 
copy accompanying this tireless char- 


acter in plumbing and heating publi- | 


cations. 

“This type of advertising,” said Mr. 
Nash in referring to his champion, 
“is based generally on a recognition 
of the fact that regardless of what 
the A. B. C. says about the circulation 
of a publication, its effective circula- 
tion, as far as the advertiser is con- 
cerned, is restricted absolutely to the 
number who see his particular adver- 
tising. 

“It is based, further, on the belief 
that if your advertisement doesn’t 
catch ‘em in three seconds, it doesn’t 
stand much show. It is really sur- 
prising how few industrial advertise- 
ments will stand this three-second 
test.” 

Dramatizes the Story 


Specifically, it is an attempt to 
dramatize the fact that the Nash 
vapor turbine heating pump actually 
“saves steam.” Since there seemed 
to be no satisfactory way of showing 
what does happen, Mr. Wright de- 
cided to put arms and legs on the 
“critter,” as he termed it, and show 
the steam saving as a physical act. 

To make the pump into the half- 
human, 
company’s copy, was a surprisingly 
difficult job. The credit for finally 
animating the pump goes to Samuel 
D. Otis, noted illustrator, and Mr. 
Wright believes it to be the most 
successful animation of a fixed me- 
chanical object that has ever been 
attempted. 


“This, of course,” he qualified, “ex- 


half-robot, that features the | 


cepts the Chase Brass & Copper ‘tube | 


man,’ but you must admit that they 
had Something to work with. Our 
job was much more difficult because 
we decided against anything that 
Would cover up much of the pump. 


Uses Arms and Legs 


“That immediately threw 
Painted face, or anything that would 
Make the job easy. So we decided 
to do it with just arms and legs. The 
first thing that we discovered 
that the more realistic the arms 


| pany recently, was a publicity, as 


|in years has public attention been 
was focused so sharply on railroad trans- 
and | portation as at the present, the new 


| 
| 
| 
| 
| 


out a} 


in the entire heeting system. 


For this pump operates continuously, and while engineers have long weds « derenbel of at crmrcucy ke erent tion, but wh 
recognined the efficiencies of steady vecuum attendant with continuous op- tween © wes a . om portectty nd gut af oF Se 
eration, the high cost of electric current hes heretofore made continvous : 
operation prohibitive THE N AS 4 ENGI N CERIN G 

uTH we an, « icy 


COMPANY 


US A 
The Vapor Turbine which drives this pump operetes on e differential 


oy 5” of mercury, and on any type of beating system, regerdiess of 
Vividly illustrating how attention value and reader interest was injected 
into a lifeless piece of industrial copy by The Nash Engineering Com- 
pany, South Norwalk, Conn. It is designed to gain the reader's interest 
in three seconds; it produced better results in depression days than the 
old style copy did in boom times. 


entirely by Mr. Wright with the as- | 
| sistance of Mr. Otis. BALANCE PRIZED 
The copy is running in the follow- 


ing publications: Heating, Piping & 
Air Conditioning, Heating & Ventilat- 
ing Magazine, Plumbing and Heating 
Trade Journal, Official Bulletin Heat- 
ing and Piping Contractors National 
Association, and The Nation's 
Schools. 
Mr. Wright stated that this cam- 
paign has produced very satisfactory | ; 
results, the returns, during the ve Fifty-Seven 
pression, topping those of other types | 
of copy published in boom times. | 
He called special attention to the | 
text of the advertisements, which, he | 
| 


BY GOODYEAR IN 


to Be Used 


0. 


pointed out, is as “untechnical” as 
it can well be, and is constantly get- 
ting more so. Mr. Wright believes 
that the idea held by many industrial 


Akron, 


to advertise to engineers in techni- | 
cal language is the “bunk,” and the 
returns he is getting from this series, 


new tire, the G-3, indicates. 


TIRE CAMPAIGN 


Business Papers 


Guide to 


larify 


Code Relations of 
Publishers, Clients 


New 
formal 


York, May 3. 
organization 


| 


here 


lishing and Printing Industry is plan- 
ning to issue an official guide for the 
benefit of business paper publishers 


|; who “may find themselves consider- 


ably confused as to the exact bearing 
of the more general provisions of the 


-Following its} gating 
April 20, 
|the Business Paper Division of the 
| Code Authority of the Periodical Pub- 


the 
authority. 

47. Q. What is 
tion? 


complaint for the Code 


auditable informa- 


As to business transactions cover- 
ing advertising or service sales: 

A. 1. Ledger account with each 
customer setting forth properly the 
amount derived from the billing of 
all paid space and showing in detail 


Code upon their business.” 


At the organization meeting, James | 


McGraw, Jr., McGraw-Hill Pub 


H. 
lishing Company, who was temporary | 
chairman of the Business Paper Di 


vision, was elected permanent chair 
man. 
Trade Journal, was elected vice-chair 
man, and Aglar Cook, Topics Publish 
ing Company, secretary. 

H. d. 


2ayne, 


secretary of the Business Paper Di 


999 


a Oe 


Madison Avenue. 


Mr. MeGraw named D. J. Hansen 
Domestic Engineering, 


Authority for the midwest. 
sub-committee 


| 


| 


pointed for the Pacific Coast. 


Mr. McGraw 


Thomas D. Cutler, Ice Cream 


Associated Business | 
2”apers, Inc., was appointed executive 


space at the Code Authority offices at 


Chicago, as | 
chairman of a sub-committee of the 
Business Paper Division of the Code 
Another 
will probably be ap-|ers of any books, services, reprints 


vas authorized to re- 
quest an appropriation of $3,000 to 


|all short rates, cancellations and al- 
lowances, rebates, or any other 
change of prior billing to an adver- 
tiser. Trade advertising, exchanges, 
| due bills and any space not paid for 
_| in cash should be specifically labeled. 
2. Contract file with the custom- 
ers and all correspondence pertaining 
to the contract. 

3. Cash books, bank accounts and 
| ledgers and all other sources of origi- 
nal entry required to prove items re- 
| flected in the customer’s account. 

4. Marked copies of each issue of 


|Vision; J. K. Lasser, New York ac-| the publication (or similar record) to 
| countant, investigator and auditor; | indicate the amount paid for adver- 
and J. A. Gerardi, attorney, COUN- | tisements, exchanges, house.advertis- 
selor. Mr. Payne will have desk 


ing, ete. 

48. Q. May a publisher sell below 
cost? 
> A. The Code provides that any is- 
sue of a newspaper or periodical may 
be sold or delivered by the publisher 
at less than the cost thereof, but it 
does not permit the sale by publish- 


or auxiliary product below cost. In 
all instances, a publisher may be re- 
quired to substantiate that these ele- 


‘cover the cost of the work of the | ments are actually sold below cost. 


| Business Paper Division for the quar- 
May 3.—The business ter ending July 31, 1934. 

paper is regarded as an indispensable | 
selling tool by the Goodyear Tire & | 
advertising men that it is necessary | Rubber Company, its campaign on its | 
While 
the company emphasizes balance in 
its advertising, as well as the prod- 


he said. seem to bear him out. uct which is to be sold, it has made | 


a special effort to reach the great 
markets represented by industrial 
and trade papers. 

The new campaign is 
‘large number of newspapers, 15 gen- 
eral magazines, 29 farm papers, and 


e 
Railways Into apers, 
’ 9 an even larger number of business 
Public Ss Eye papers—57, to be exact. This is am- 


|ple evidence of the company’s esti- 
|mate of the value of the markets 
reached by business papers and the 
type of service extended by publish- 
ers in this field. 

Goodyear regards 
of such importance that it exercises 
a dual control over this feature. C. 
T. Hutchins is advertising manager, 
|'while J. E. Judd holds the title of 
director of advertising and public 
relations. 


‘Zephyr’ Brings 


Philadelphia, Pa., May 3.— The 
‘Zephyr,’ self-propelled, three-car ar- 
ticulated high-speed train which | 
rolled out of the shops of the Ed- 
ward G. Budd Manufacturing Com- 


well as an engineering triumph. Not 


| train of the Chicago, Burlington & Has Two Agencies 
Quincy Railroad being the chief rea- | 
| son. Erwin, Wasey & Co., New York, 


legs were, the less realistic the ‘en- 
Semble.’ 
‘ ‘We can’t use anything but black 
Silhouette for the limbs, and believe 
me, they must be placed just right 
ps the old boy won’t move worth a 
“ent. We have lots of fun every | 
gad create a new one, because 
“Ways use the same view of the| 
oo and have to show a great 
y of action,” he concluded. 
Pe “omparison of a “straight” view 
ag Pump taken from the catalog, 
,_ /toot of one of the animations 
age ‘he advertising copy, shows a 
‘itagae transition, and illustrates 
PN al the job has been ex- 


get the effect without sacri- 
Value of detail of the prod- 
ie whole series was created 


“INEZ the 


let, | 


| 
| manufacturers 


places the general advertising, while 
the Electrograph Company, Detroit, 
is in charge of truck advertising. 
This set-up necessitates frequent con- 
ferences between the two agencies in 
charge, as well as between agencies 
and company executives. 

In the elaborate portfolio issued in 
advance of the campaign on the new 
|G-3 tire, Goodyear used a spread to 
show the covers of the publications 


While advanced engineering design 
made the Zephyr possible, a new era 
in construction was opened by the 
collaboration of companies never be- 
fore consulted in train manufacture. 
For instance, the architectural firms 
of Paul Cret, Philadelphia, and Hola- | 
bird & Root, Chicago, worked on the | 
arrangement, ornamentation and dec- | 
oration of the passenger accommoda- 
tions and design of furnishings. 


Railway Age issued a special edi-|on the list in their actual colors. 
tion devoted to an analysis of the} While this spread presented some 
new train, a 48-page insert giving | giants of the general magazine field, 


who produced it an/jt also portrayed the covers of many 


of the business papers, which have 
. (Continued on Page 11) 


opportunity to tell their story to rail- 
way executives. 


utilizing a 


|}explanation of the code. 


Asks for Rulings 


The need for an early clarification 
of all questions involved in the code 
requests for 
rulings which were presented at the 
April meeting. Others have since been 


was indicated by five 


filed. 
The question and answer method 
was adopted in developing the official 


There are 


49. Q. May advertising space be 
sold below cost? 

A. Technically, the Code does not 
permit such practice. Practically, 
however, so long as the publisher 
maintains his published schedule of 
rates it will be assumed that he is 
complying with this provision. 

538. Q. Does the provision about 
“inaccurate representation” mean 
that all statements of fact or claims 
made about circulation must be true 
and subject to verification? 


/127 questions and answers in the A. Yes. 
tentative draft. The following ques- - 
tions and answers may not appear Must Not Distort Facts 


advertising as| 


in the final version, but they indicate | 54. Q. Does this mean that a state- 


the probable nature of the 


lishers. 


46. Q. What records must be kept? <. 
A. It will be incumbent upon pub- 


lishers to keep accurate and reason- 
ably complete records with relation 
to advertising sales and circulation 
activities. 

Publishers must bear in mind at all 
times that when statements of fact 
or claims are made regarding what 
they sell, that are auditable in na- 
ture, records to substantiate such 
statements or claims must be main- 
tained. For that reason, publishers 


'should take care not to make state- 


| 


{claims should a 


ments of fact or claims, auditable 
in nature, unless they are prepared 
to substantiate such statements or 
complaint be filed 


|and investigated. 


Type of Records 


There is need for maintaining rec- 
ords covering all transactions with 
advertisers and/or subscribers in 
such manner that if charges of viola- 
tion of Code provisions are brought, 
the defendant’s records will be in 
such shape that a clear understand- 
ing of the facts involved may readily 
be obtained by the adjuster investi- 


official | ment made to an advertiser or to a 
document eventually to be sent pub- 


subscriber that distorts facts in any 
material particular is a violation? 
Yes. 

55. Q. What is distortion in 
material particular? 

A. Any erroneous statement 
which, if it were correctly presented, 
would have deterred or tended to 
deter the average prudent recipient 
of the distortion from acting in one 
manner instead of another. 

56. Q. If inaccurate representation 
is made. as to any other than circula- 
tion coverage, circulation distribution 
by occupations or territories or as to 
/advertising rates, may violation still 
be claimed? 

A. Yes. The Code definitely indi- 
cates that an establishment is in vio- 
|lation if it has in any material par- 
| ticular whatever distorted its prod- 
|}uct, its facilities or services. 

60. Q. How are “customers of the 
same class” ascertained ? 

A. The term “class” as used here 
means customers of common charac- 
teristics. Trade customs and logical 
business considerations have led to 
recognition of certain clearly defined 
groups of customers—‘‘classes.” 

Important segregations are those 
(Continued on Page 11) 
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May 5, 1934 


CAMPAIGN BORN 


IN DEPRESSION 
SELLS GOOD AIR 


‘Certified Climate’ Pre- 
sented in Striking Copy 


Fitchburg, Mass., May 3.—In addi- 
tion to being a successful effort, the 
campaign for Park-Cramer Com- 
pany’s air conditioning equipment 
and service has the unique distinc- 
tion of having been launched at the 
very bottom of the depression, with 
a bank holiday just proclaimed, and 
the country in its worst state of 
jitters. 

In fact, the promotion for Parks 
Certified Climate was purposely 
started at that time because no one 
else in the industrial air condition- 
ing field seemed to have either the 
inclination or the nerve to do so, R. 
S. Parks today informed CLass & 
INDUSTRIAL MARKETING. 

Originally an industrial piping con- 
cern, the company was _ identified 
with specific industries such as tex- 
tiles, tobacco, and a few others, 
where humidity, or rather the lack 
of it, was a pressing problem. It had 
been servicing these industries for 
over 30 years, during which time the 
company’s engineers had developed 
the subject of air conditioning to 
something more than just making 
up the lack of humidity. 

Sizing up the situation, and re- 
viewing the market, the company 


decided to attack the field, confident | 


ihat business awaited it if it were 
possible to effectively tell executives 
the full meaning of its 30 years’ ex- 


| 

data, and the average executive 
wouldn't recognize a heat unit if he 
met it face to face,” Mr. Parks ex- 
plained. 

“How to get his passing attention, 
for that was all that could be hoped 
for at the moment, was the problem 
that confronted us,’ he continued. 
“To do this we decided to use un- 
usual illustrations and headlines, so 
alluring and intriguing that the most 
disinterested reader would be liter- 
ally compelled to stop and read what 
it was all about. 


Used “Paper Dolls” 


“To get this daring and unusual 
effect, our advertising agent, the K. 
| R. Sutherland Company, of Boston, 
| suggested that the usual posed photo- 
| graphs and drawings be overlooked 
lin a search for something more out- 
standing. The desired results were 
finally obtained by using a child’s 
favorite pastime— paper cut-outs, 
mounted and photographed. These 
fascinating figures coupled with the 
intriguing head lines posed our audi- 
ence for the story of our experience 
and the benefits to be derived from 
air conditioning generally, told in a 
short, fluent style.” 
| The same type of illustration was 
used in the copy of general mediums 
las that used in industrial publica- 
|tions, so that the whole program 
profited in attention value by the 
family resemblance of all the adver- 
tisements. 

Following such headlines as: 
“To All Vice Presidents in Charge of 
Weather,” the copy directed atten- 
ition to how atmospheric conditions 
affect production and quality of prod- 
uct in items common to every read- 
er, such as tobacco, candy, pastries, 
/ete., and then urged the reader to 
request a bulletin containing tables 
and other information concerning 
the best atmospheric conditions for 
| manufacturing and storing many dif- 
ferent products. 


Headlines Create Interest 


perience in developing air condition- | 


ing to a genuine science, and how 
this science and engineering skill 
could help to make better products, 


Typical headlines used included 
|\the following: “Has Your Factory 
| Equipment a Rotten Disposition?” ; 


under more favorable working con-| “Are You a Weather Beaten Execu- 


ditions, and at less cost. 
“But air conditioning is a very 
technical subject, a study of thermal 


‘tive?”; “Can Your Entire Output 
|Look Your Trade Mark in the 
| Face?”; and “Is Your Plant a ‘3-Ring 


ing men in all industries at a cost 


general industrial publication. 
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HE explanation of IEN’S rapid growth is exceedingly simple. IEN 
offers advertisers an opportunity to place an effective fully dis- 
played product description or application before 30,000 plant operat- 


more circulation at a lower cost than available through any other 


Published by 


of only $69 to $75 per month . . . 
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A combination of paper cut-outs and intriguing headlines was used by the Parks-Cramer Company, Fitch- 


of executives and interest them in air conditioning in a campaign in 


business papers on Parks Certified Climate. 


j 
| 


Circus’ When the Weather Isn’t 
Right?” 

“A campaign such as this, and at 
times such as then prevailed, could 
hardly be expected to cause a stam- 
pede in our direction—and it didn’t,” 
Mr. Parks admitted. “But it did go 
around with a smile when the mar- 
ket on smiles appear to be cornered. 
It did seem to catch hold and cause 
not a few favorable comments. 
Strange as it may seem, in face of 
the conditions existing at the time 
the campaign was started, it did 
bring in some worth while inquiries. 


Has No Illusions 


“Personally, I have no _ illusions. | 
The curve of our business, no doubt, 
would have turned upward in time 
without this effort. Business was 
getting ready to do that, slowly. But 
since the purpose of this campaign 
was to broaden our market; to in- 
troduce us into new fields where we 


J] 


Cincinnati Invites 


N.1.A.A. Convention 


SAYS RADIO HAS 
PLACE IN TRADE 
EXTENSION WORK: 


New York, May 1.—If any national 
consumer medium has a place in in- 
dustrial advertising it is radio, E. P. 
H. James, sales promotion manager, 
National Broadcasting Company, told 
the Technical Publicity Association 
at the April meeting, and cited sev- 
eral instances where broadcasting | 
has been used successfully by indus: | 
trial marketers, naming specifically 
the programs of Firestone Tire & 
Rubber Company and the Remington- 
Rand “March of Time.” 


The annual convention of the 
National Industrial Advertisers 
Association may be held at 
Cincinnati this year as result 
of an invitation officially ex- 
tended by the Cincinnati Asso- 
ciation of Industrial Marketers. 

No other chapter has bid for 
the 1934 meeting, but consid- 
eration is being given to sev- 
eral other cities, including 
Washington and Detroit. 

The decision of the N. I. A. 
A. board as to the time and 
place of the meeting is ex- 
pected before June 1. 


ing, the medium has not been neg- 
lected by advertisers with industrial 


were not so well known; to inform 
the industrial public that we had an 
experience and a service to offer; to 
build for the future—it seemed that 
the best time to do it was when no 
one else in the industrial air con- 
ditioning line seemed to have either 
the inclination or the nerve.” 

The campaign started last year in 
Factory Management and Mainte- 
nance, Textile World, and Time. 


Martz Starts 
New Work for 
Standard Oil 


Chicago, May 3.—J. A. Martz, who 
joined the advertising department of 
the Standard Oil Company of In- 
diana last month, is widely known 
in industrial advertising circles for 
his former work as managing editor 
of CLASS & INDUSTRIAL MARKETING, 
and in charge of research for the 
MARKET DATA Book. 

In his present connection, Mr. 
Martz holds a newly created position. 
He will supervise the industrial and 
trade paper activity for the indus- 
trial lubrication department and do 
special sales promotion and coordi- 
nation work for the specialties de- 
partment between the agency, adver- 
tising department and _ the field 
forces. The specialties department 
has to do with many miscellaneous 
items the company manufactures 
such as candles, fine oils, insect 
sprays, waxes, etc. 

Mr. Martz is experienced in the 
promotion of industrial lubrication 
from many years’ work in that field 
dating from 1926, when he was in 
charge of industrial advertising for 
the Alemite Corporation. In that 
connection he was active in the de- 
velopment of a system of market re- 
search and sales control and fore- 
casting which has become one of the 
outstanding examples of scientific 
sales approach, 

For the first time, MeCann-Erick- 
son, Inec., agency which handles 
Standard Oil’s motor oil and gaso- 
line advertising, will handle the in- 


dustrial lubrication copy. 


problems. One of the most outstand- 
dium for reaching the business exec- |i9& recent instances, undoubtedly is 
utive in a relaxed and_ receptive the sponsorship of the ‘March of 
mood, and pointed out that underly-| Time’ by Remington-Rand, Inc., who 
ing the fact that radio can make di-|@S a message for business concerns 
|rect sales is its power for securing | as well as for the general public.” 
good-will and building public pres- Mr. James further supported his 
tige, the bedrock on which its success | Contention with a story about one of 
has been built, he said. the largest manufacturers of leather 
The latter, he emphasized by quot-| belting, who went into the shoe-bot- 
‘ing from an article by Eugene G.|tom business. They had developed a 
Grace, president, Bethlehem Steel | flexible leather which was found to 
Corporation, which appeared recently | be excellent for children’s shoes, and 
in Scribner's Magazine, is a function | tried the expedient of trade-marking 
‘of industrial advertising that must | this leather so that it could be recog: 
| not be slighted, and radio is especial-| nized even after it was used in the 
‘ly adapted to perform that part of | manufacture of shoes. They used ra 
demand for shoes 


Mr. James analyzed radio as a me- 


‘the effort, he contended. dio to create a 
“ae | bearing their trade mark on the soles, 
Is Merchandising Force and created sufficient demand to stim- 
“We have found, in practice,” Mr.| ulate large orders from department 
James stated, “that radio goes beyond | stores, to shoe manufacturers, speci: 
being a ‘consumer advertising me- | fying this special sole leather. 
dium. It is also a great merchandis- | “Why should it not be similarly 
ing force. Hundreds of advertisers | 


ea , Mo of t : hel | possible for such products as steel 
av oO ‘ ( * 

' une racio of tremendous he!p| and aluminum, copper and brass to 
to them in influencing dealers, job- 


”” | build up public acceptance which will 
bers and salesmen. Why should it 


, : : || surely stimulate the use of branded 
aes then offer to industrial advertis-| metals by manufacturers turning out 
ers the opportunity to influence man- the finished consumer products?” he 
ufacturers, packers, sales agents, fab- queried in concluding. “Of course 
ricators, finishers, designers or who- this opens up the problem of how t0 
ever it is you have to sell on your identify raw materials on the finished 
product and on your organization? 


ns . product, but there are many ingen 
“Wt y ‘ yes : +3 Ci 
z 1en Harvey Firestone, Jr., gives ous instances to prove that this ca? 
his short talks on the Monday night be done 
program of the Firestone Tire & Rub-|  ,, - lal 
E ‘ $ I believe, and I am no voice ¢: 
ber Company, he has in mind not}. ; , : - vane 
P : ing in the wilderness in this respec 
only the ultimate consumer but also that the time fs eumnine when WE 
: : é § € F 
the great prestige value which ac- ie 6 ast had 
: ‘ ay dustrial concerns who in the past 2 
crues to his organization as a result teine in Cor 
‘ , : never dreamed of advertising 10 
of clear-cut expressions on the policy cman miniiiaes sik uae aatel with 
of his company and the story of the|- — s nfident 
; : a real campaigns, and I am con 
industry which it represents. : : et a 
that radio will deserve and 8@ ° 
large share of their investments |" 
public good will.” 


Cites Industrial Users 

“Mr. Grace, of Bethlehem Steel, 
pointed out in his article that the 
practices of a number of major busi- 
nesses of the country are now ‘under 
the continuous white light of public 
inspection.’ This fact has turned out 
to be distinctly beneficial to all con- 
cerned. Basic industries like textiles 
and steel are now in a better position 
before the public, perhaps, than at / . tnennr 
any time in their history. The pub- | #&®?: Liquid Carbonic Corp tiset® 
lic understands and more fully ap- | before the Engineering a 
proves their practices, codes and poli- | AEROREENG, COCKE, F8 - investi 
niet A report of the committee gales 

“While radio’s most outstanding 
successes have perhaps been in the 
\field of straight consumer advertis- 


E. A. A. to Get Report 


of Research Committee 


Tieing in advertising with ayo 
trial selling is the theme of gr od 
ject to be discussed by R. H. CT 


- a Soot an 
sales promotion and advertising Fon 


gating “The Relation Betwe®? * 
and Advertising Departments. 

be made by Harry Neal Baum, 
,mittee chairman. 
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ADVERTISING AGE 


SCIENCE GIVES 
NEW VISION TO 
MILLING FIELD 


Dr. Pacini Points Way to 
Prosperity 


icago, May 3.—Can research be 
ertised? August P. Pacini, head 
Pacini Laboratories, Inc., Chicago, 
answered in the affirmative. And he 
proved his point by writing one of the 


st fascinating advertisements 
h ever appeared in a business 
paper. It ran as a spread in the 


| issue of National and American 
Let's start where other millers 
leave off,” said the inviting caption. 
7 advertisement continued: 

Let's explore the realm of bigger 


profits. That world exists for you: 
ere ordinary profits leave off and 
bountiful returns begin. 


Commonplace products earn com- 
monplace profits. 

\ivy business is deep research into 
the unknowns. Fortunes hide be- 
hind the ordinary. It is our work to 
tear these masks aside and reveal the 

something the public wants’— 
new products that lure the consum- 
ers’ dollars.” 
Has Selling Sense 

Dr. Paeini, author of this copy, is 
described as a research expert with a 
selling sense. Though held by one 
writer to be a brilliant scientist, he 
is intensely practical and regards 
research, not as an end, but merely 
the highroad to the goal of satisfying 
human desires. 

\s Bill Mayor wrote in an interest- 
ing story in National and American 
Villers “Dr, Paeini never will devise 
rubber swords or cut-glass golf balls. 
His marketing instinct is as accurate 
as his inventive deductions.” 

Dr. Pacini expressed the belief that 
in spite of the new products which 

cience is bringing into the open in 
nereasing numbers every year, the 
most promising possibilities are in 
applying broader utilizations of ex- 
isting products. For instance: 

\mong the more elemental but 

successful of my commissions 
Was to devise a flour mixture that 
would comprise a quick biscuit 
mix practicable for commercial pro- 
duction. It has made a fortune for 
its purveyors.” 

Mr. Mayor quoted him further: 

“Taste is the dominant factor in 
toods. Our work begins with the 
national palate. We study tastes, 
flavors and aromas which do or do 
not please, 

“Most people tike the flavor of 
Meat, so that’s a good taste to work 
with. What we actually taste in meat 
IS glutanie acid, which, though the 
recognized meat taste, is found in 
doubly great quantities in wheat. 
But wheat submerges the flavor, 
While meat emphasizes it. 

“Extract glutanie acid from wheat 
and have a powder that tastes 

like meat than wheat. Dissolve 
‘Tin water and you have beef tea.” 


more 


Meulendyke New 
T.P.A, _ President 


Samuel L 


Meulendyke, of Mars- 
Pratt, Ine., advertising 
New York, was elected presi- 
‘the Technical Publicity As- 
Inc., at the annual elec- 
officers and directors held 
‘h. Mr. Meulendyke served 
ce-president during the out- 
ihinistration, 
officers elected are: first 


hall 
halk & 


ne lent, Charles McDonough, 
a n Engineering Company; 
nies = vice-president, Robert | FF 
ay Vestern Electric Company, 
sil ‘lary - treasurer; secretary- 
ager “i Walter F. Mulhall, G. M. 
TI ompany. 
R i rectors elected are: George 
\ \.: Past president; Leon H. 


— The Superheater Com- 
On ‘. J. Payne, Associated Busi- 
Coe, a, JTS. Ine.; and Karl M. Mann, 
SS epherd-Mann Publishing Com- 


Crepe Wadding — 
Advertised to 
Key Executives 


Neenah, Wis., May 3.—-What might 
be but a krinkly piece of paper wad- 
ding to some folks is no less than an 
important product in the shipping | 
and packing world, and is the subject 
of a comprehensive advertising cam- | 
paign in business publications by the | 
Kimberly -Clark Corporation, large 
manufacturer of fine printing papers 
and paper specialties. 

Kimpak, as the product is called, | 
is a soft, resilient, fluffy white crepe | 
wadding, backed or plain, that is used 
by manufacturers in packing and 
shipping their products to protect | KIMBERLY-CLARK CORPORATION 
them from marring or breakage in | | cee-ees.o. ) SST 
transit. It will not scratch the finest 


metal or wood surfaces, and absorb- | 


ine metal and wood | 
finishes protected by | 


Kimpak | 


REPRE Want 


tt will pay you te ty KIMPAK to solve your 
packing prodiem Get « sample now ft = 
free fur the asking Just wend the coupan ¥ 


Lew Remmmes 


ing as it does 16 times its own weight | The copy shows specific uses of the ma- 


regulations for the shipment of| Modern Packaging, Wood Products, 
liquids by mail, which has become| Trafic World, and Packing and Ship- 
one of the product’s greatest fields.| ping, used to cover specific fields; and 
If the shipment of liquor by mail is|to reach the executive group, the 
authorized, a vast new field will be|same copy idea but consistently 
opened to this material. smaller space is used in Time and 
In marketing the product, Frank | Nation’s Business. 
L. Blake, in charge of the company’s Each advertisement carries a cou- 
advertising, picked out the manage-| pon, and the leads received from these 
ment group as the deciding factor in| are followed by more detailed infor- 
making changes in packing conditions| mation and a sample of the product 


\ 


|}and improvements in manufacturing | by mail, followed later by a call from 


plants, and directed the advertising \a salesman. In many cases the sales- 
at these executives. Copy was de- men are required to give packing ad- 
signed for each industry or group| vice and to assist the prospect in the 
specifically, in words of its own lan-| designing of packages which will be 
guage and presenting solutions to the} not only attractive, but practical and 
problems pertinent to each. economical from the standpoint of 
In order to do this most effectively | packing and shipping. 
photographs of actual applications or en 


installations of Kimpak in the var- Made N I A A Director 


ious fields are being used to quickly ; ; ; ; 
suggest a new or different use to A oN ea of hes ag 
a a“ ‘ ,. | Advertisers Association, 1lcé . 
those not using the product as have elected O. A. DeCelle, advertis- 
shown. k . . |ing manager, International Filter 
The campaign consists of pages in Company, to serve as a director of 
Drug and Cosmetic Industry, Thé|\the N. I. A. A., succeeding W. I. 
Glass Packer and Glass Container,| Brockson, resigned. 


in moisture, it conforms to postal | terial in the industry addressed. 


the printing press 


Many phases of Aztec or Mexican culture amazed 
the Spanish conquerors, yet there existed no means 
of written communication more advanced than 
picture writing. 

Consequently when missionaries wished a tract 
printed in the Spanish and Nahuatl languages, 
John Kromberger, most illustrious printer of 
Spain, sent a press to Mexico, where difficulties 
of translation could be more readily overcome. 

The first press arrived in the New World in 
1539, under the management of Giovanni Paoli 
and at least eight books were 
published. 

One easily may imagine 
that more difficulties than 
those of translation confront- 
ed Paoli. Consider his paper, 


for instance —a crude prod- 


CHICAGO 
8 SOUTH MICHIGAN AVENUE 


NEW YORK 
122 EAST 42ND STREET 


040. U5 Patorr 


Kimberly-Clark Corporation 


ESTABLISHED 1872 


o AZTEC culture, 


was added zx 1539 A.D. 


uct brought slowly thousands of miles over land 
and sea. 

Printers may have problems still, but Kleerfect 
— The Perfect Printing Paper —has answered 
the desires of printers for an uncoated printing 
paper with these five balanced essentials — proper 
strength, excellent opacity, smooth surface with- 
out glare, same color and finish both sides, and 
proper absorption of ink. Yet Kleerfect is avail- 
able at prices no higher than you are used to 
paying for just printable paper. 

This advertisement is not 
printed on Kleerfect but we 
will gladly send you samples of 
Kleerfect printing. Please use 
your letterhead and address 
our Advertising Department 


THE PERFECT PRINTING PAPER in Chicago. 


MANUFACTURED UNDER U.S Fal WO. 1HI8ORS 


NEENAH, 
WISCONSIN, U.S.A. 
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Publishing Progress in the Business 


Field 


The annual convention of the Asso- 
ciated Business Papers, Inc., is being 
held at White Sulphur Springs May 
5 and 6, and the advance reports indi- 
cate that the attendance at this gath- 
ering will be unusually large. It may 
be predicted that one of the subjects 
which the publishers will discuss is 
the possibility of further improve- | 
ments and expansions of their serv- 


ice, based on the steadily increasing 
volume of advertising now available 
for industrial and trade publications. 


The depression period has been 
utilized to great advantage in the} 
business publishing field, as else- | 

| 


where, for the purpose of developing | 
new and creating services | 
which are needed by business men. 
The business field is relatively con- 
servative, and for that reason the | 
standard publications have changed | 


ideas 


less rapidly than most other classes 
of publications. They have been able | 
to render satisfactory service to read- | 
ers and advertisers, and hence there | 


| 
| 


less pressure for changes 
than may have been evident in some 
other branches of publishing. 


has been 


The past few years, however, have | 


forced publishers as well as 


manu- 
facturers to study their products with 
care, from the standpoint of develop- 
ing economy without value, 
and of offering service best adapted 
to the changing needs of business and 
industry. 


loss of | 


Hence tne depression pe- 
riod has been marked by many sig: | 
nificant @evelopments in the 
acter of publications devoted 


char- 
exclu- 
sively to the service of business. 


The question which the A. B. P. 


,is necessarily affected by the 


will no doubt discuss is whether the 
changes which have been noted of 
late are based on requirements which 
likely to affect the fields as a 
whole, or whether the standard types 
of business publications will continue 


are 


|to serve the needs of the majority in 


a satisfactory way. 

Successes which have been scored 
during the period of general business 
difficulties have included some publi- 
cations of more elaborate mechanical 
design than have been characteristic 


| of the business field, and have like- 


wise included which have 


leaned more strongly to news service, 


some 


in content and make-up, than the 
standard business paper. If these 
two developments have more than 


passing significance, the trend in this 
direction will continue. 

The advertiser is interested in pub- 
lication changes, both from. the 
standpoint of his immediate interest 
in the maintenance of an effective 
channel of communication with read- 
and from that of the effect on 
his own copy. The approach to copy 


ers, 


char- 
medium since the 
color, typography, 
etc., employed by the advertiser de- 
pends on the special facilities estab- 
lished by the publication. 

Business 


of the 
size, 


acteristics 


matters of 


publishers have such a 
specific and valuable function to per- 
form in the advertising field that ad- 
vertisers will watch with interest the 
development of any 
may offer better and 
mediums through 


changes which 
more effective 
which to 
trade and industry. 


address 


Merchandising Opportunities Exist 
Everywhere 


there 
fields which employ ag- 


It is customary to say that 
are certain 
gressive merchandising methods as a 
matter of course, and some others 
which are slower to adopt them. Yet 
experience often proves that the best 
plan of 


plied 


sales promotion can be ap-| 
provided 
those who are responsible for its exe- 
make the 


available to 


wherever necessary, 


cution and 


who are 


information 
ideas those 
expected to use it. 

For example, the merchandising of 
coal has been regarded as relatively 
old-fashioned, with comparatively few 
new ideas having been applied to it. 
Even if this is true, it is certain that 
it is not because more aggressive 
would not 

This was demonstrated recently by 
an alert executive who had formerly 


been in a_ highly 


methods succeed. 


competitive mer- 
chandising field, and is now in charge 


of sales for a large coal company. 


He approached his problem and that 


of his dealers from the standpoint 


of the fuel requirements of consum- 
ers. He startled his company by sug- 
gesting that it take on the distribu- 
tion of a thermostatic device through 
which dealers’ salesmen could ap- 
proach users with a direct discussion 
of their heating problems. 

Sales were made fairly easy, it was 
found, and the airect 
established 


contacts thus 
enabled the 
salesmen to discuss fuel requirements 


with users 
as well on a basis of accepted author- 
ity in the satisfactory operation of a 
heating system. Those who purchased 
thermostats were easy to sell coal to, 
and even those who did not  pur- 
chase the device were more inclined 
to give ear to the statements of the 
salesmen on the subject of fuel. 

The success of this fairly simple 
idea in the coal industry suggested 
that there are many classes of busi- 
ness men who need only to be shown 
how to use a modern merchandising 
idea in order to make it work 
cessfully in their own fields. 


suc- 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


125. 


Share with POWER this Golden 
Opportunity. 


This booklet with gold cover stock 
announces the fiftieth anniversary of 
Power to be marked with the June 
issue and discusses the editorial con- 
tent of the issue which will depict 
the thrilling past, the vigorous’ pres- 
ent, and the brilliant future of power 
generation. Neither effort nor expense 
will be spared to make this issue out- 
standing in every respect. It is 
stated that it will receive the serious 
attention of every key man in the 
power field who buys or influences 
the buying of power plant equipment, 
and that it will serve as a guide for 
power plant replacement and mod- 
ernization. Special advantages to 
advertisers using this issue are set 
forth. 
126. Handbook 


Gases, 


of Butane - Propane 


A broadside listing the contents 
to be included in the second edition 
of the handbook of Butane-Propane 
Gases issued by Western Gas. <A 
breakdown of the circulation is 
shown, as well as comments made on 
the book by the technical press. 


104. A Survey of Industrial Main 
tenance, 

Among the important points devel- 
oped by this survey by Mill & Factory 
are the importance of the mainte- 
nance engineer in specifying main- 
tenance supply and equipment pur- 
chases and the need for moderniza- 
tion of industrial equipment of all 
varieties. Another interesting fea- 
ture brought out is the extent to 
which maintenance engineers rely on 
the engineering recommendations of 
power companies whose services have 
been used in laying out mechanical 
power transmission and_ electrica) 
power distribution and utilization fa- 
cilities. 


118. Advertisements Inspired by the 


Old Masters of Printing. 


This book of reprints of nine color 
advertisements of the Kimberly-Clark 
Corporation is not only good adver- 
tising of Kleerfect paper, but it 
points a moral for advertising men. 
The preface says: ‘The narrative 
advertisement, as the form is called 
by teachers of advertising, offers dif- 
ficulties in making the transition 
from narrative to product. In the 
advertising on Kleerfect, the transi- 
tion is made so easily and logically 
that the series is called ‘good adver- 
tising’ by advertising men and pro- 
nounced ‘interesting’ by editors and 
general readers.” 


111. Gasoline, Motor Oil and Grease 
in the Food Field. 

Food manufacturers operate 517,000 
motor trucks, or 15 per cent of all 
registered, this survey by Food In- 
dustries reports. These trucks con- 
sume 620 million gallons of gasoline, 
18 million gallons of oil and more 
than 6 million gallons of grease every 
year. The survey devotes consider- 
able attention to an analysis of buy- 
ing responsibilities in this field. 


87. Engineering Construction Mar- 


kets. Printed house organ containing 
news and data on engineering con- 


struction field. Published by Engi- 
neering News-Record and Construc- 
tion Methods, New York. 


22. Baking Industry, Facts and 
Figures. A statistical study of the 
commercial baking field. Published 
by Bakers’ Helper, Chicago. 


86. The Bus Industry’s Record in 
1931. <A printed booklet containing 
data and charts. Published by Bus 
Transportation, New York. 


THESE 


Don’t Be Funny 
With Type Faces 


To the Editor: On the subject of 
type faces, we believe it good pro- 
cedure to use a type face which, in 
combination with proper leading, 
makes the easiest reading. Estab- 
lished format, of course, results in 
quick anc easy identification of one’s 
advertising. 

Generally speaking, however, we 
would say to reduce the amount of 


heading so that the message makes 
an impression while the reader is 
running and still out of breath is 
the best way to get your copy read. 

A good legible standard type face 
helps the situation along. 
motto is “Don’t be funny with type 
faces.” 

Ropsert L. WARE, 
Department, 
Company, Inc., 


Advertising 


Electrie¢ New York. 


7, FF F 


Catalog Suggestions 
To the Editor: We believe that a 
catalog should be sent to all pros- 
pective purchasers of your and your 
competitors’ equipment. In rare cases 
only do we find that the future lies 

mostly in present customer lists. 
We have found that coupons in 
copy advertising a new catalog are 
extremely effective if the catalog 
gives new information not otherwise 
readily available—such as on new 


advantage comes when the subject is 


such that it will attract inquiries 
from non-buyers. 
In one case recently, we deliber- 


ately reduced the cost of the catalog 
so that we could use a coupon and 
get all the inquiries possible, even 
though some might be worthless. 

If the cover of the catalog is im- 
pressive, we show it up large in pro- 
motional copy. In other cases we 
illustrate inside pages to show 
clearly that valuable information is 
in the catalog. 

We feel that a lot can be done for 
the catalog by the salesmen—in 
mentioning the catalog at some time 
during their calls, and in being sure 
that the data is complete in the pros- 
pects files. 

W. L. TOWNE, 
Vice President, O. S. Tyson and Com- 
pany, 
vgeoy, 


Wants a New Term 
For Electric Lamp Bulbs 


To the What 
call those metal and glass devices 
which convert electric current into 
light? Such terms as electric lamp 
bulbs, incandescent lamps, electric 
lamps, electric lights, or just plain 
bulbs or lights, are freely employed 


Editor: shall we 


by manufacturers, trade and public, 


MACHINE-AGE HABITS 


copy and enlarge the illustration and | 


My own) 


Western 


materials, processes, industries, etc. | 
On highly technical products, they 
are always of advantage. The dis- 


Inc., New York. | 


MEER 


—New York American 


"Yours of the 16th received and contents noted. . ." 


|indicating the absence of some gen- 
erally acceptable and explicit term. 

We incline towards the term “lamp 
bulbs,” which seem explicit although 
requiring two words. Sometimes we 
add “electric!” For the moment we 
are using the term Hygrade lamp 
bulb; occasionally we use the phrase 
“incandescent lamp’; sometimes we 
say “incandescent lamp bulb’; and 
|}once in a while we use the word 
“bulb” alone for the sake of brevity. 

Perhaps some lexicographer may 
yet take pity on our lamp bulb in- 
dustry and provide a suitable word 
or term which will be accepted by 
manufacturers, trade and_ public 
alike as the universal name of these 
| commonplace devices. 
| 


ROGER Poor, 
Advertising Manager, Hygrade Syl- 
vania Corporation, New York. 


v v v 
_ Others Say So, Too 
To the Editor: The writer has 


been out of touch with your publica- 
tion for more than a year and the 
issue dated February 3rd is the first 
I've had the chance to see, but | 
want to compliment you upon the 
additional section Crass & Inpus- 
TRIAL MARKETING. The information 
contained in it is particularly inter- 
esting to me and other members of 
the organization, it is right ‘down 
our alley.” 
G. W. THURMAN, 


Advertising Manager, Modern 
Engineering Company, St. Louis, Mo. 


= 2 & 


Advice From Washington 

To the Editor: I have protested 
to Washington against the increased 
costs which are being piled wp 
against publishers through the el: 
graving, printing, and paper codes. 

It is our belief that codes are beilé 
written in which there are two pre 
visions, the provision establishing 
standard cost accounting systems and 
the provision against selling below 
cost, which provide for price fixing 


and price increases of an_ unfall 
character. 
Under the cost accounting pla" 


which is being worked out, it is Po 
sible for an industry to set up a cos 
|system, figuring a margin of profit 
on each operation, yet calling the 
whole the “cost” and again adding ? 
profit on that. 

Our costs have gone up so fast thal 
it becomes almost - 
operate. 

In the replies we have received 
from Washington, I have had the 
suggestion that we should, as trade 
paper publishers, all work togethe’ 
“ach writing to ask for a modifice 
tion of price in the photo-engravin# 
paper, and printing industries. 


impossible 


ALLEN SINSIHEIMER. 
odi . 7 jana: 
Editor and Manager, Natl a 

Clothier, Chicae 
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May 5, 1934 


Da Te se Be 


HERCULES TELLS 
OF NEW ITEMS IN 
UNUSUAL STYLE 


Terse Copy Acts As Bait for 
Coupon Clippers 


Wilmington, Del., May 3.— New 
ducts, some already put to prac- 
al use, and others fresh from the 
yatories, are featured in a cam- 
‘ign now being run in business pub- 
fications by the Hercules Powder 
Company, Incorporated. 
in planning the campaign, Cross & 
i.aBeaume, Ine., New York, the agen- 
ev. and officials of the company, chose 
the effort behind the newest 
items and to open new markets 
rather than to devote the copy to 
standard goods, as is frequently done. 
Copy is appearing once a month in 
Fortune, Business Week and Chem- 
al Industries. A newsy heading, 
“Recent Chemical Developments,” is 
counted on to gain the reader's atten- 


to put 


« « « Recent —— : = a mes 
C H E M | C A L 7. A Powerful Solvent 
Developmen ts tua Sipe ean gen “4 


8. Alcohol Soluble Nitrocotton 


special tyne of mutr 0 wily been de- 
1 


A 
it oy 
soluble 


}. Advance in Paper Chemicals 


aime marks 9 definite step 


sere ol 


4. Distillation Diagram 


HERCULES POWDER COMPANY 
— 
Wilmington, Deiaware 


nterested .o "ems oumbered 


5. Fire Resistant Coating 
- = <i rubber reain-like prod : 
able upto er. the 


Extreme simplicity, supported by the 

news element, is getting attention and 

results for the Hercules Powder Com- 

pany, Incorporated, in introducing and 

finding new fields for its recently de- 
veloped products. 


tion and invite thought on how the 
newcomers to the business arena 
may be employed in the industry 
with which the reader is identified. 


Has Wide Field 


The Hereules Powder Company is 
how selling its products to almost 
every industry, a representative 
Stated. The plan adopted this year 
is expected to give a much better ad- 
vertising coverage of them than pos- 
sible under the standard product 
method of industrial advertising. 

In addition, it provides an oppor- 
tunity of announcing a larger list of 
hew materials. This is important be- 
Cause, it is said, the company con- 
‘tantly is developing new products 
4S Well as adding to the number of 
uses for old ones. 


‘The series started in January. 
Each piece of copy takes a list of 
Subject and develops them in sin- 
ate sentences, or occasionally a cou- 
short sentences occupying 
ree 


four lines. 


Advertisements Are Numbered 


advertisement is numbered. 
jects comprising the list are 
Nimbered, so that use of the 
‘ Simplified. Sometimes the 
‘ions are descriptive of the 
mee'S4CT or service, while in other 
(hey suggest a product use. 
copy contained nine such 
The following pieces have 
‘ined 10 each, 

eads in a typical insertion in 
"Ss were: Transparent Rosin; 
Chemical Cotton; Oilproof 
om, ons Effect of Light and Heat; 
“orlmated Cleanser; Transparent 
Protects Metals: Devoted to 
a al Research; Scouring Textile 

plies Saves Apples. 
Typical of the handling of the in- 


dividual items is the following, which 
is all of the copy printed on Trans- 
parent Rosin: 

“A result of intensive research 
work on Hercules wood rosins is a 
product so clean and clear that print 
is legible through slabs_ several 
inches in thickness.” 


Subjects Treated Briefly 


Items are sometimes extremely 
brief, but broadly suggestive of fur- 
ther information which Hercules offi- 
cials have developed on the subject. 
Under the heading, Effect of Light 
and Heat, it was stated: 

“Nitrocellulose lacquer films have 
been thoroughly tested for their re- 
action to light and heat. The results 
are now available.” 

A sentence is usually given to 
laboratory service rendered indus- 
trial and business firms. 

“Extensive facilities for research 


, 
Railway 
.C. Mechanical Engineer | 

Pp. | 


railway 
| electnial Engineer 


Railway, 


nan 


cellulose products, chemical cottons, 
explosives and paper-making chem- 
icals are maintained at the Hercules 
Experiment Station,” copy reads. 


Urge Use of Coupon 


Above the coupon, the company 
comments that more detailed infor- 


{mation on subjects mentioned in the 


AR loadings this year have been 
far in excess of 1933 levels, 
and for ten consecutive weeks have 


exceeded the levels of 1932. In- 
creased freight traffic has been 


Engincerin 


copy may be obtained by filling in 
and sending it to the advertiser. 

In following up the coupon re- 
turns, several means are available, 
depending upon the nature of the in- 
quiry and the type of information 
which the return indicates the reader 
is most desirous to receive. 

Leaflets have been prepared on 
some of the subjects. Individually 
written letters are for 
some of the replies, and in still oth- | 
ers, the personal call of a representa- 
tive is required to get the full story | 


necessary 


translated into greatly improved 

railway earnings . .. January net 

railway operating income was 127 per cent 
more than that of January 1933, the February 
figure was 189 per cent more than that of Feb- 
ruary 1933, and indications point to equally 
impressive gains in March. 


Such improvement will be accompanied, as 
it always has been, by increased purchases. Al- 
ready, PWA loans have given a tremendous 
spurt to railway buying of locomotives, freight 
cars, passenger cars, rail and other materials 
and supplies needed for maintenance of equip- 
ment and for maintenance of way and struc- 


tures ... but this activ- 
ity is only a small part of 
railway requirements. 
Improved earn- 
ings provide the 


needed incen- 


over and pave the way for adapta- 
tion of the product to the business 
of the interested company. 

One of the results of the campaign 
on new products and uses is a sound- 
ing out of the market on possibilities 
of practical employment of labora- 
tory results. By noting the interest 
shown in new products and uses an- 
nounced in the column, officials hope 
to find some indication on the scope 
of the market which may be devel- 
oped. 


Establish Design Service 
A new industrial design and re- 
search service organization has been 


established in Pittsburgh by Donald | 


R. Dohner, formerly director of art 
in the engineering department of the 
Westinghouse Electric & Mfg. Com- 
pany, and Alexander J. 
professor of industrial design, 
negie Institute of Technology. 


Car- 


Railway Earnings a Spur to 


Kostellow, | 


Mildon Advanced 


R. B. Mildon has been elected a 
vice president of the Westinghouse 
Electric & Mfg. Company, in charge 
of operations of marketing, engineer- 
ing, manufacturing and service havy- 
ing to do with products of the com- 
pany’s South Philadelphia works. He 
was formerly in charge of the stoker 
department. 


Colors Tense of Files 


Simonds files will hereafter be 
identified by painting the tangs a 
brilliant red, Simonds Saw &€ Steel 
Company, Fitchburg, Mass., has an- 
nounced. 

Laffey to Chicago 
| <A. W. B. Laffey, formerly of the 
leastern office of The National Pro- 


visioner, has been transferred to the 
home office in Chicago, where he will 
continue his work in advertising 
sales. 


Buying 


tive to expand purchasing programs on a wide 
seale throughout the railway industry. 


With the railway market becoming increas- 
ingly active, the time is right for early and ag- 


gressive sales efforts . 


.. for the time to make 


sales is before orders are placed! 


The five Simmons-Boardman departmental 
railway publications furnish the mediums for 
reaching effectively and economically the rail- 
way men who specify and influence purchases. 
These publications enable you to exert aggres- 
sive and well-directed railway sales efforts, for 
each one is devoted to the interests of one 
branch of railway service and each one has a 
specialized audience of important railway men. 


An advertising campaign in the Simmons- 
Boardman railway publications should be an 
important part of an aggressive campaign for in- 
creased railway sales of your products in 1934. 


30 Church Street 


105 W. Adams Street, Chicago 


San Francisco 


Simmons-Boardman Publishing Company 


New York, N. Y. 


Terminal Tower, Cleveland 


Washington 
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200 YEARS OLD; 
PLAYS UP AGE 
FOR FIRST TIME 


J.E. Rhoads & Sons Start 
New Mail Campaign 


Philadelphia, Pa., May 2.—For the 
first time in the more than 200 years 
existence of J. Ik. Rhoads & Sons, 
manufacturers of leather belting and 
lace leather, a definite effort is be- 
ing made to capitalize the age of the | 
business in a four-color folder just 
mailed to 40,000 customers and pros- | 
pects. 

With the exception of carrying the 
statement, “Founded 1702,” on _ its 
stationery, business forms and litera- | 
ture, the management never has 
made any attempt to feature the 
firm’s long experience in the leather 
products business. If anything, there 
had been a more or less definite feel- | 


CLASS & INDUSTRIAL MARKETING SECTION 


present series of mailing pieces were 
planned. 

The front of the folder’ which 
breaks the old established precedent 
of this widely known organization, is 
printed in red, grey, blue and black 
and shows an ancient tannery and 
tanning pit, with “J. H. Rhoads” over 
the door of the frame building. 

A paragraph below the illustration 
says: 

“Leather workers from father to 
son for two hundred and thirty-two 
years in this country, and probably 
before that in old England; as ‘J. 
Rhoades’ seems to have known his 
‘trade’ when he settled, as a tanner, 
in Penn’s Woods, west of Philadel- 
phia, in William Penn’s day.” 

That the management seems to 
have become sold on the value of 
featuring business ancestry, or at 
least is making a bold effort to prove 
its worth, is indicated by the copy 
of the inside spread under the cap- 
tion, “Not Inherited Skill—Trans- 
mitted Responsibility.” 
attempt to capitalize the long life of 
the institution is shown in the first 
two paragraphs: 

“Experience and skill are not mat- 
ters of inheritance; but these to- 
gether with judgment and love of 
the craft, may be passed on, in a 


The frank | 


“The present Rhoads group feels a 
special sense of gratitude to the line} 


of fathers’ fathers that built so wise- 
ly and well the ancestral business. 
With this feeling goes an apprecia- 
tion of the responsibility that is 
theirs to maintain the standards of 
the past and the present that the fu- 
ture may rest on a safe basis of high 
quality and dependable service.” 
Makes Direct Appeal 

The paragraphs which follow this 
introduction are direct advertising 
appeals based on the company’s mod- 
ern engineering skill and laboratory 
equipment. 

For many years Joseph Rhoads, 
retired, was advertising manager of 
the firm. The work is now handled 
by Anson B. Harvey, working di- 
rectly with George A. Rhoaads, head 
of the business, who is much inter- 
ested in the advertising effort and 
gives it his personal attention. 

In discussing the radical change 
in the company’s present advertising, 
Mr. Harvey recalled an article which 
appeared in CLAss & INDUSTRIAL MAR- 
KETING for May, 1927, which he wrote 
in answer to a question presented by 
G. D. Crain, Jr., publisher. The title 
was, “If Your Company Were 225 
| Years Old, How Would You Capital- 


: . . ~ . ee ” 
ing against drawing any special at-| very great degree, to sons following | ize It? 


tention to its long history until the | 


Spen 


This is a year of Coordinated Buying 
in Every Plant - Every Executive has something 


to say about 


They were about to buy a portable 


conveyor, but the P. A. hesitated to 


cept the C. E.’s recommendation for one 
“Let’s get the 


of the better makes. 
General Manager’s OK before we 


ahead—I'd rather not have to explain 
why we paid $600 when we could have 


bought the Hyst-em at $450.” 
But the General Manager had 


own problems. “The Auditor has been 


on my neck about our investment 
equipment. Still .. . if we need it, 
need it. 
Man’ to call a meeting and thr 


We had better ask the ‘Old 


in the trade steps of their fathers 


The article discussed several at- 


Every Purchase 


go ordinated buying.” B | = il, 
How can YOU meet and lick such A 7 
situations? Simple! Counter with In- * Mecnmed 
dustrial Power's new technique, co-ordi- a — 

his nated selling—which means, you reac/ oo 
and sell every executive before he goes Sao 

in into such meetings. Prime him in ad- i o=— 

we vance with the sales points of your Tikieerune 
product, and you will have six friends i ——) 

esh in every six-man conference! S gaisanwm 
= eel 


TELL YOUR STORY FROM PRESIDENT 


TO FOREMAN IN LANGUAGE ALL UNDERSTAND 


Actual check-lists (specimen at center right) mailed to us by fac- 


tory executives prove that Indu 


strial Power's non-technical, highly 


informative style makes it the most widely read publication in its 


field. Take the tip! Gear yo 


ur advertising to Industrial Power 


and watch your sales-costs drop, sales volume jump, immediately! 


REPRESENTING A NEW TECHN 


Industrial Power 


IQUE IN INDUSTRIAL PUBLISHING 


A MAGAZINE FOR ENGINEERS AND INDUSTRIAL EXECUTIVES 


MAUJER PUBLISHING COMPANY, MAUJER BLDG., ST. JOSEPH, MICHIGAN 


TODAY for NEW book—solves industrial space-buying problems 


it out so every one will be satisfied.” 
ac- And so, what would have been a sim- 
ple sale not long ago becomes, today, sas 
a conference affair—a matter of “‘co- peat 


—— 


The front of a four-color mailing 
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EP Leather Workers from father 
to son for two hundred and 
thirty-two years in this coun- 
try, and probably before 
that in old England; as 
“J. Rhoads” seems to have 
known his “trade” when he 
settled, as a tanner, in Penn's 
Woods, west of Philadelphia, 
in William Penn's day. 


folder issued by J. E. Rhoades & 


Sons, Philadelphia, who are making a definite effort for the first time 
to capitalize the history of the business which dates back to 1702. 


tempts which had been made to wan- 
der from the firm’s aged precedent, 
only to return to the’ formal 
“Founded 1702.” It mentioned the 
policy back of the business to always 
give more than might be expected, 
and then closed with this paragraph, 
which illustrates the thought that 
had prevailed within the organiza- 
tion during its long history: 


Reveals Old Thought 


“And if this principle remains the 
policy of the house I can easily im- 
agine another century or more added 
to the life of the Rhoads organiza- 
tion, even though they do not try 
very hard to capitalize the long life 
of the institution.” 

Aithough the company has now 
made a step to the left, Mr. Harvey 
still holds the question an open one. 

“But,” he said, “that may be a 
very real connection between the 
methods and ideals that keep a busi- 
ness going for 232 years, and a pres- 
ent day feeling of responsibility to- 
wards holding to a policy sufficiently 
sound and just to assure the continu- 
ance of that business. 

“It was an appreciation of this pos- 
sible connection between a long con- 
tinued business existence and present 
day ideas of service that prompted 
the issuance of this folder with its 
emphasis on this angle of the sub- 
ject. 

“It may be that the artist’s con- 
ception, and the story carrying the 
imagination back to the beginning 
of United States history, may afford 
some thoughtful minds an excuse for 
a philosophical moment in this busy 
world of ours. And as the vision 
ends may they come back to their 
daily routine with a kindly thought 
of Rhoads.” 


“Nut News” Merges as 
“Modern School Store” 


Modern Confectioner & Ice Cream 
Trade has been merged with Na- 
tional Nut News. The name of the 
new paper is Modern School Store. 

Publishing headquarters are at 
2810 S. Michigan Avenue, Chicago. 


Gainsborg Resigns 
Ek. C. Gainsborg has resigned as 
sales manager of the Roller Bearing 
Company of America, Trenton, N. J. 


|tion, Pittsburgh. 


MAPI Meets to — 
Pick Permanent 


Code Authority 


Chicago, May 4.—A two-day meet- 
ing, bringing together the country’s 
leading manufacturers of machinery 
and machine parts, will be held at 
the Hotel Cleveland, in Cleveland, 
May 14 and 15. The gathering, which 
is expected to play an important role 
in determining plans under code op- 
erations of the machinery industry, 
as well as its new place in national 
rehabilitation, will be conducted by 
the Machinery and Allied Products 
Institute, of which John W. O'Leary, 
of Chicago, is president. Permanent 
code authority for the machinery 
and allied products industry will be 
elected at this meeting. 

Among those who are expected to 
take an active part in the sessions 
are George H. Houston, president, 
Baldwin Locomotive Works, and 
chairman of the Durable Goods In- 
dustries committee, recently created 
at Washington; James W. Hook. 
president, Geometric Tool Company, 
and vice-chairman of the same com: 
mittee; George W. Torrence, pres 
dent, Link-Belt Company; and prom! 
nent executives in most of the na 
tionally known companies producils 
heavy equipment. 

Discussion of proposals to extend 
to the heavy equipment and durable 
goods field, in general, trade stimula 
tion aids is expected to make the 
Cleveland meeting of high import 
ance in the shaping of recovery plas 
for the machinery industry. 


Dodds to Truscon 


R. P. Dodds became general adver 
tising and sales promotion manager 
of the Trusecon Steel Company. 
Youngstown, Ohio, on May 1. He 
was formerly advertising and Pu” 
licity manager of the Minnesota « 
Ontario Paper Company and its sub- 
sidiaries. 


Advancement for Ewing 


, . . Pp ( 

W. P. Ewing has been re 

from assistant to general sales <d 

. m r x . ‘orpole 

ager of the Superior Steel ‘ rT ith 

He has been W™ 
the firm for 17 years. 
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TROLLEY TRIES 
FOR COME-BACK 
WITH NEW CAR 


Transit Industry Watches 
Test at Chicago 


Chicago, May 3.—The street rail- 
way industry’s bid for a return to 
public favor in local transportation 

been accepted in tis city as far 
as might be expected with only one 

r of the latest streamlined design 
in operation, is the view of local 
trolley officials. : 

The ear is radicaliy different in 
design and equipment from street 

rs now in use and is almost noise- 
less in operation. It was built for 
the Chicago Surface Lines by the 
J. G. Brill Company, Philadelphia. 

it is the first streamlined street 
car introduced to the electric rail- 
way industry, and embodies prin- 


ciples of design and operating effi- 
ciency developed after three years 
of research and experiment by the 


Presidents’ Conference Committee, 
which is financed by street car oper- 
ating and manufacturing companies, 
and directed by Dr. C. F. Hirshfeld 
of Detroit. Otto Kuhler, industrial 
designer of New York, with the co- 
operation of the J. G. Brill Company 
engineers, is responsible for the out- 
side and much of the inside appear- 
ance. 


Features Are Numerous 


The car has a striking exterior 
appearance, is quiet in operation as 
the result of the use of new spring 
and rubber insulation and resilient 
wheels, has indirect lighting, new 
heating and air conditioning systems 
specially designed for it, leather up- 
holstered seats, and linoleum covered 
floors. 

The brakes represent a distinct de- 
velopment from the standpoint of 
noise, smoothness and effectiveness. 
There are four systems of brakes, 
three of which are interconnected to 
a common brake pedal operated by 
the motorman like that in an auto- 
mobile. 

The body is built principally of 
steel, but the car is unusually light 
in weight because of its construction 
features. The seating capacity is 58, 
approximately that of the present 
cars 

Building Aluminum Car 


Another car embodying some of the 
same principles, but different in de- 
sign and constructed of aluminum is 
being built for the Chicago Surface 
Lines by the Pullman Car and Manu- 
facturing Corporation and will soon 


be ready for delivery. 
Electric railway operators and 
manlacturing companies in all sec- 


tions 
the rv 
With 


of the country are watching 

ults of the Chicago experiment 
sreat interest, as it is expected 
to herald a new era for the industry. 


Cincinnati Marketers to 


Hold Annual Election 


a WO tickets of candidates for of- 
need ! the Cincinnati Association of 
‘“us'rial Marketers will be voted 
at the May meeting. William E. 
president, and Allan E. 
secretary-treasurer, are up 
lection, and with Alexander 
i Jr., Champion Coated Paper 
ty, candidate for vice-presi- 
)pear on both tickets. 
test centers on the director- 
follows: For associate di- 
. Howard Campbell, Modern 
Ra ns Shop, against S. C. Baer, 
Bigler Company, advertising 
_ tor active director, C. F. 
bi \irk & Blum Mfg. Company, 
ee WW. Riefkin, Newport Rolling 
© ., .JhPany, Newport, Ky., against 
cha, eSey, Cincinnati Milling Ma- 
iG company, and H. V. Mercer, 
or. an Rolling Mill Company, 
etown, O. 
x Keck, of the Hugo Wagenseil 
"sing Agency, Dayton, Ohio, 
en appointed a director of the 
of cy,...UM to fill the unexpired term 


| the selling talk around this outstand- 
ing attribute. 


DESIGNED TO GATHER MORE FARES Seek eaateaat 


Ce aes a et ek 


it HERES 


ieee ee IS 


This new streamlined street car embodies principles of design and 
operating efficiency developed after three years of research and 


experiment by the street railway 


industry. It is now in operation 


in Chicago and is receiving nation-wide attention. 


Finds Literature 
Of Two Types Is 
Needed in Sales 


New York, May 2.—Sales promo- 
tional literature for industrial equip- 
ment should be of two kinds to em- 
brace the “I” and the “You” view- 


Colby Is Appointed 


General Sales Manager 


H. S. Colby has been appointed 
general sales manager of Combustion 
Engineering Company, New York, 
with direct charge of district office 
activities. 

Until recently Mr. Colby was presi- 
dent of Air Preheater Corporation. 
His 20 years’ experience includes 
both design and sale of steam gen- 
erating equipment. 


Selling Idea, 


Colcord Urges 


| Chicago, May 3.—While addressing 

his talk to publishers, David H. Col- 
cord, of the Kable-Coleord Company, 
| made many suggestions of interest to 
|}industrial advertisers in appearing 
| before the Chicago Business Papers 
| Association Monday. Mr. Colcord’s 
subject was “Merchandising the 
Business Paper.” 


| The association voted to make its | 


| participation in the affairs of the 
jnew Chicago Federated Advertising 


| Clubs permanent, following an ad-| 


|dress in behalf of the Federation by 
W. I. Brockson, Commercial Adver- 
tising Agency. Temporary represen- 
tatives on the board were elected for 
one year. The list includes J. Knight 
Willys, Hotel Monthly; K. L. Rice, 
Power Plant Engineering, and John 
H. Sweet, Traffic World. 

Mr. Colcord, the chief speaker of 
the day, indicated that selling adver- 
tising is not much different than 
merchandising any other product. He 
told the publishers to select their 
dominant selling idea—the feature 
which distinguishes their papers from 
those of competitors—then organize 


Selling Broad Appeal! 


| One paper in the power plant field. 
|for instance, argued that buying is 
|no longer done by any one executive. 

It believed its editorial policy fitted 
| this condition to a nicety, because ed- 
| itorial content was sufficiently non- 
|technical to appeal to all executives 
possessing a voice in the buying. 
| From this reasoning it developed the 
slogan, “Co-ordinated Buying and 
| Selling,” with which to win attention 
of advertising managers and 
| buyers. 

Selling circulation also involves the 
same factors which are present in 
| merchandising a product, Mr. Col- 
cord pointed out. It may be neces- 
sary to improve the product or bring 
out an altogether new machine. 

One magazine called Correct Eng- 
lish formerly appealed to a highbrow 
audience, such as school teachers and 
others with a specialized interest in 
the subject. The maximum circula- 
tion of 18,000 did not permit a profit. 

Mr. Coleord’s organization recom- 
mended that the magazine seek an 
entirely new audience among the 
thousands of people in all walks of 
life who are anxious to improve their 
positions in the world. With this 
shift in appeal, circulation multiplied 
many times. 


space 


‘es Butler, resigned. 


point, according to observations made - a -~— — 
by Victor Brook, district advertising 
manager of Machinery. 

Explaining these classifications as 
a rather broad division, Mr. Brook 
said the “I” viewpoint is the usual 
catalog style, and the “You” view- 
point is presented in the informative 
booklet. He finds but few advertis- 
ing managers who seem to appreciate 
the advisability of keeping these two 
types of literature separate, and 
probably it is for this reason that the 
“You” style is inadequate with a ma- 
jority of industrial advertisers. 

“For the future promotion of in- 
dustrial equipment there is going to 
be a crying demand for the ‘You’ 
type of literature,” Mr. Brook stated. 
“It becomes increasingly necessary 
as manufacturing processes become 
more complex. Its necessity is based 
on the fact that executives who buy 
manufacturing equipment buy it for 
but one reason—-what it will do, not 
what it is. 

“Too few manufacturers of indus- 
trial equipment have learned this sim- 
ple truth. Too many are still tempted 
to boast about the length of time they 
have been in business, rather than to 
show clearly what their machines 
will do. 

“Salesmen seldom make this error, 
because grim necessity has taught 
them that boasting never made a 
sale. Since good advertising proce- 
dure is simply an extension of good 
salesmanship, the necessity for tak- 
ing cognizance of this well known 
selling principle, and incorporating it 
into advertising literature, becomes 
apparent.” 

There are some splendid examples 
of “You” viewpoint literature among 
manufacturers of industrial products, 
and when this kind of literature is 
offered in industrial publication adver- 
tising Mr. Brook has observed that 
inquiries come easily, whether cou- 
pons are used or not. Also, when this 
kind of literature is available, he be- 
lieves it may be inadvisable to de- 
vote advertising space to straight 
catalogs. 

“Orthodox catalogs, in my opinion, 
are not the correct-kind of literature 
for impelling inquiries, nor are they 
the kind of literature with which to 
open a sales contact. That is the 
function of the informative booklet 
style of literature, because, I repeat, 
industrial equipment is bought for 
what it does, and not for what it is,” 
Mr. Brook concluded. 


Modernization Economies 
Spur Power Plant Buying 


To reduce power costs, scores of manufacturing plants throughout 
the country are junking their obsolete machinery and equipment for 
generating, transmitting and utilizing power. 


The modernization program of the Forstmann Woolen Co. is typical. 
The textile mills of this company at Garfield and Passaic, N. J., 
were provided with power plants which had given service for many 
years and they might have oper- 
ated a little longer. 


However, the management made a 
careful analysis of their power and 
steam requirements. The figures 
proved that higher steam _pres- 
sures, more efficient boilers, stokers, 
turbines, condensers, pumps, and 
other units would pay worth-while 
dividends on the 
quired. Thus, two new power 
plants were recently completed 
and placed in operation. The 
larger plant, at Garfield, N. J., is 
fully described in the May issue of 


POWER PLANT ENGINEERING. 


investment re- 


Plant superintendents, chief engi- 
and 
other important men who regu- 
larly look to POWER PLANT 
ENGINEERING for authoritative 
articles on the economic and engineering advantages of moderniza- 
tion programs, also consult POWER PLANT ENGINEERING as 


their first step in selecting power plant equipment and supplies. 


neers, consulting engineers 


Turbine Room at new power plant of Forstmann Woolen Co., Garfield, N. J. 


Make adequate use of POWER PLANT ENGINEERING’S adver- 
tising pages to get your full share of the increasing modernization 
and replacement business now coming from the power plant market. 


Information about POWER PLANT ENGINEERING’S large plant 


- coverage and moderate space rates will be supplied on request. 


Pfaudler Opens New 
Plant in Scotland 
LAAT BS WONG 
ooal cb 
VV r 
\ 
IN| [= a 
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As a fitting memorial to its golden 
anniversary, The Pfaudler Company, 
Charter Member A. B. C.—A. B. P. 


Rochester, N. Y., last month opened a 
British factory at Leven, in Fifeshire, 
Scotland, which will compare in every 
way with the other three Pfaudler 
factories. 

The company was the originator 
and is the world’s largest builder of 
glass lined steel equipment utilized 
in dairy industries, breweries, food 
and chemical plants of all kinds. 53 


WH 


West Jackson Boulevard, Chicago, III. 
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Is Morale Building 
Ad Manager’s Job? 


Having been through trying times, 
management believes that there is 
quite a bit to be accomplished in at- 
tempting to improve the morale of 
employees in our organization. 

They have talked to me about it, 
but so far I have done nothing be- 
cause it takes so much time and de- 
tracts from creative business build- 
ing effort. 

Are many other advertising man- 
agers saddled with this load? 


ADVERTISING MANAGER. 


Most advertising managers appre- 
ciate this as an additional opportu- 
nity to be of service to the company 
and have taken it on whenever 
opportunity has been presented. 

The advertising manager is usu- 
ally in a better position than most 
others to understand human nature 


the | 


Of course, it should not be 
sary for you to work night and day 
on this. On account of the general 
type of work involved in advertising 
and human relation activities, man- 
agement is inclined to believe that 
this takes very little time. However, 
if you can summarize and outline to 
the management the amount of time 
necessary, and if they will vote you 
enough help to handle the work 
right, then you certainly ought to 
take it up as an important part of 
your job. 


neces- 


Keep this in mind, however, that 
building employee morale is not an 
easy task and that more harm than 
good may be accomplished by care- 
less, hasty work. 


+. FF 


On Promoting Labor 
Saving Equipment 


| We have had some 


| the 


| 


| 
| 


difference of | 


featuring labor saving equipment. 

The firm believes that we will have 
to eliminate this on account of the 
fact that everyone is trying to de- 
velop greater employment. 

They have suggested changing our 
whole attitude and emphasizing such 
features as engineering design, 
strength, ruggedness, quality of prod- 
ucts turned out, ete. 

I still believe the labor 
point is our strongest feature. 

What have you to say about this? 


saving 


ADVERTISING MANAGER. 

You are right in principle—no 
doubt the labor saving features of 
your equipment are most important. 

Some advertising men have met 
this by turning the thought around 
and expressing it as cost reducing 
equipment, featuring the fact that 
with wages higher, profits will be 
lower, unless they install cost cutting 
equipment that will enable them to 
compete. 


7, = = 


What Price Advertising? 


We have been working on a kind 
of basic advertising appropriation for 
last year or two with a few in- 
creases here and there, but nothing 
definite. 

The management 


group seem to 


and to present the plans and inter-| opinion here in the office regarding think that when and if business gets 
/some advertisements I have written | good enough, I can have a little more 


pret the position of management. 


_— ‘ 


decades. 
a day for alert 


business. 
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Where obsolete 
power plants 


will be 


(7 modernized 


T is a fact that many of the nation’s power plants 
are obsolete. Industry knows it—knows, too, that 
power plants are about to undergo their biggest overhauling in 
Rejuvenation is the order of the day . . . and what 


manufacturers! 


in December. 


A good part of the selection of new equipment and methods will be 
accomplished at this National Power Show in Grand Central Pal- 


ace, New York, 


Engineers from every state in the Union, from every civilized land 
beyond our borders, will visit Power Show exhibitors with needed 
There is business with these 


visitors . . . business for exhibitors . . . big business . . . early 


Now is the time to plan to get your share of this business through 
Write for complete data. 


— 
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lith NATIONAL EXPOSITION OF 
POWER and MECHANICAL ENGINEERING 
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International Exposition 


YORK 


Management 


Company. 
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money. It isn’t that we do not have 
the cash, for we have. 

Sometimes I am quite convinced 
that I have spoiled them. I have used 
and re-used photographs and draw- 
ings. I have made over cuts. We 
make our own layouts. Let the pub- 


lisher set our advertisements. Shop 
for prices in printing. Buy from the| 
lowest bidder, and so on, and so on. 
We've squeezed every penny and 
pleased the board by doing common- 
place work—economically (cheaply?) 
till I could pass out. 

Probably I have spoiled them to the 
disadvantage of the company as well 
—but that’s that, and what can one 
do about it? 
ADVERTISING MANAGER. 
You have a lot of good company, 
and we're afraid a lot of bad com- 
pany, too. If you or we could refig- 
ure your problem and get the right 
answer, wouldn’t it be nice? Or'| 
would it? 


to a matter of figures or automatic 
machinery, that, personally, we like 


perience, judgment, intuition, and in- 
spiration still have a part. 

As it is, when a fair job is being 
done, no one can be sure when he 
says that you are right or wrong, 
have spent too much money or not 
enough money, and prove it. 


They might take the whole mar- 
keting effort, including advertising, 
sales promotion, and personal selling, 
and weigh the effort, expense, and re- 
sult with some degree of accuracy, 
but it is difficult to pick out one ele- 
ment and judge it. 

Oftentimes the copy that is censored 
most by the board, holds the most 
inquiries and orders and so it goes. 
In the past many advertising man- 
agers have received a great amount 
of credit for doing wonderful jobs 
from the standpoint of display—and 
perhaps also from putting over the 


but too often a smarter, shrewder ad- 
vertising man—one who lays claim to 
being more of a business man—might 
have accomplished the same job, or 
better, on a budget thousands of dol- 
lars less than the actual sum spent. 
Too much advertising in this class 
is considered on the basis of beauti- 
ful work in itself and not enough of 
it is judged by the effect it will pro- 
duce. 
A very simple example of this may 
be represented in the case of the most 
simple, cheapest form of advertising 
the government postal card. You 
may dress it up in three or four col- 
ors and use a clever illustration, or 
you may simply multigraph it. The 
beautiful color job is pleasing to the 
management and the salesmen, but it 
is only a colored advertisement to the 
buyer, which can be easily identified 
as advertising and thrown in the 
wastebasket. While a plain, multi- 
graphed note cannot be quickly noted 
as advertising, and a paragraph or 
two is read—the message received— 
before being thrown in the “round 
fille.” This doesn’t mean that colored 
post cards are too much of a luxury. 
On the other hand they are not al- 
Ways necessary. 

The unfortunate thing about the 
situation is that either an advertising 
man is a great salesman, and tends to 
over-sell his board and spend too gen- 
erously, or else he cannot sell his 
board and does not secure a large 
enough appropriation to accomplish 
his objective. 

Industry today; however, is looking 
for men who can make lean advertis- 
ing appropriations accomplish a very 
great deal. If you have had experi- 
ence along this line, you ought to be 


the coming period. 


to be in a field of effort in which ex- | 


objective, they have been successful, | 


Industrial Field Studies 

We are considering making an jp. 
vestment of about $56,000 in some 
new equipment and material. Oy, 
general management has asked me jf 
I could find out whether or 
would pay. 

Our officers have had long experi. 
ence in our field and naturally theijy 
judgment is good, but they do not he. 
lieve they have collected enough facts 
to permit them to proceed. 

Do you believe it is necessary to 
employ a research organization op 
would it be safe to let our own men 
bring in the fact from the field? 


not it 


ADVERTISING MANAGER, 


If the matter involved a larger 
sum, we would recommend a neutral, 


| outside fact-finding organization, be. 


cause they are in a better position to 
get complete information without 
it being flavored with the inclina. 
tions of the men in your organization. 

However, on a $50,000 problem, 


So many things today are reduced | with your officers’ minds rather well 


|set up on the subject, the following 
| procedure might give you enough ad. 
ditional information to pass _ judg. 
ment: 

1. Send out 1,000 simple question. 
naires, with short letter explaining 
your inquiry, to a cross-section of 
firms in your field in different locali- 
ties. 

2. Give ten questionnaires to each 
|one of your salesmen and have them 
| present them just as they go into the 
|territory without picking or 
| ing. 
| 3. Tabulate the returns. 
| If opinions seem to be reasonably 
unanimous, you are probably safe. If 
| opinions differ to a certain extent, 
|/then the problem is worth further in- 
| vestigation. 

One or two men might be delegated 
to call on those sending in negative 
answers in order to find out why and 
find a solution to the problem. 


choos- 
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It Pays to Keep Your 


Salesmen Informed 


One of the curtailments I made 
{during the depression, which I am 
/now fighting to get back, is the item 
|of merchandising our advertising to 
'the sales department. 

| I used to buy reprints of all adver- 
| tisements and was continually pass- 
ing on material, publicity notices, 
|ete., to our men on the road. 

| For a long time, however, this has 
not been done. How important do 
other companies consider this feature 
of advertising work? 


ADVERTISING MANAGER. 


The merchandising of advertising 
to the sales force is one of those in- 
between jobs that is too often neg- 
lected in the average advertising de 
partment. 

We consider it very important to 
the house, not only to have its sales 
men completely informed about all 
advertising activity, but they should 
also have copies of the literature, im: 
portant publicity notices, advertise 
ments, ete. 
| If possible, they should be made 
definitely enthusiastic about the work 
of the advertising department so thal 
|they will feel they have strong sul 
| port in the field. 

It is probably more important t 


have your. salesmen enthusiasti¢ 
about your advertising than youl 
customers, though, naturally, they 


are pleased when you accomplish lr 
sults among their customers and Pr: 
spective customers. 

There are too many salesmen whi 
cannot measure the abstract values 
of advertising, so that at every oF 


“ ‘ d j 
in a position to make money during} portunity you must crystallize ane 


| materialize your work for them. 


self-serviced fleets of ten 


FLEET 


survey that will interest you. Rece 


upon request. 


17,000 


or more automotive vehicles are reached 
monthly by 


90 West St., New York, N. Y. 
Whatever your product, if it’s used by the fleets, we probably have * 


jacks, lifts, etc.; welding and cutting; radiators. 


OWNER 


nt ones include pistons, piston rings; 
They may be 
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Mute testimony by great cities tells a powerful story of Sloan flush 
valve favor in this unusual industrial copy which has proved successful 
for Sloan Vee beams Chicago. 


“AERIAL VIEWS 
SHOW FAVOR OF 
SLOAN VALVES 


House Publication Launched 
fo Cultivate Trade 


Chicago, May 3.—After 20 years of 
ying to exhaust the supply of out- | 
standing installations in advertising | 
its flush valves, the Sloan babi, 
Company resorted to showing large 
sections of cities, principally busi- 
less parts with skyscrapers, in its | 


business paper copy in order to em- 
phasize its rapidly increasing list of 
users. The series became so popular | 
last year among the trade that it is 
being continued as part of the com- | 


Dany’s promotional effort for 1934. 
The 


« common headline over each piece | 


' Copy: “American Cities—SLOAN 
Equipped An aerial view 
‘Usiness section of the city is shown 
hiany buildings having Sloan 
“sh valve equipment as possible in- 
numbers. These are 
fxed under the cut, and have num- 
Yered as high 94, in the case 
‘the midtown section of New York. 
a lower corner of the copy is 
‘ype of Sloan equipment. 
is used: the weight 
stands in mute tes- 
product's favor. 
ig copy for this campaign 
easy as might at first 
William D. Murphy, ad- 
anager, found it a tedious 
, job have the photo- 
“PAS properly identified for this 
pos ing careful to spot only 
ldings in which the com- 
ilucts were installed, and 
‘ine time not to omit any. 
ration of salesmen and rep- 
Yes in the field was used in 
Part of the work. 


as as 


ell copy 
city 
the 


to 


Gives Dramatic Touch 


at 


ting this style of wholesale 
‘1 Copy, which overshadows 
effort, Mr. Murphy felt 


advertisements are known by | 


of the} 


in- | 


/that the old practice of showing in- 
dividual installations had developed 
a lack of interest because of long 
and general use, and the company 
had so many capital installations 
which could never be shown by the 
one-at-a-time method, that something 
more dramatic was needed. The 
whole-city idea followed, and it has 
proved itself to have been a happy 
thought. 

Publications carrying the copy this 
year are Domestic Engineering and 
Plumbing and Heating Trade Jour- 
nal. 


A collection of the series has been 
reprinted in booklet form and is used 
'in sales work. Requests for addi- 
tional copies have filtered in from 
all over the world. 


Issues New House Organ 


To supplement its regular promo- 
tional effort, the Sloan Valve Com- 
| pany inaugurated a house publica- 
|'tion last month to be known as 
_“Sloco-Grams.” The initial circula- 
|tion was 9,000, to architects, engi- 
“neers, plumbing contractors and job- 
/ bers, school and hospital superinten- 
| dents, and a miscellaneous list of in- 
stitutes and large buildings. The 
immediate response received leads 
the advertising department to believe 
|that the organ will become a vital 


part of the company’s promotional 
effort. 
The thought in back of the new 


publication is stated in the opening 
editorial, in part, as follows: 

“Sloco-Grams comes to you for the 
| first time this issue. It is intended 
to attract your odd moments to the 
human interest side of the flush 
valve business that cannot find a 
place in formal advertising. Its col- 
umns are open to your comment and 
criticism. We hope that it will act 
as a friendly tie between us and the 
thousands of individuals who buy, 
sell, or specify Sloan Flush Valves.” 

The company’s products are only 
alluded to in the editorial contents 
which are suggested by the following 
titles: “Science and the Surgeon”; 
“Common Sense Care of Chromium 
Plate’; “New Bathrooms Attract 
Tenants”; “Rockefeller Center”; and 
“Foreign Notes.” 

The size of the publication is 6x9 
inches; it has 16 pages and cover; 
printed on enamel stock with two 
colors on the cover, and it is pro- 
fusely illustrated with halftones. 


URGES DESIGN 
OF MACHINERY 


New York, May 1.—The factory of 
the future is going to take a cue from 
industrial art developments for the 
consumer and rapidly assume the 
physical attractiveness that increas- 
ingly characterizes the home, in the 
opinion of Ben Nash, products devel- 
opment and merchandise counselor 
and industrial designer. 

Speaking before a meeting of the 
New York Electrical Society in the 
R. C. A. Building, Rockefeller Center, 
held in conjunction with the Indus- 
trial Arts Exposition of the National 
Alliance of Art and Industry, last 
month, Mr. Nash declared that manu- 
facturers will draw lessons for their 
own plants from the very products 
fabricated there. 

“The foresight of the manufactur- 
ers of furnaces, oil burners, radiators 
and other products,” Mr. Nash as- 
serted, “has clearly indicated the 
profitable possibilities of making un- 
sightly mechanisms take on an im- 


eT eke 


MATCH OUTPUT 


LOOK BETWEEN«#. COV 


{ Powel mJ 


COVERAGE 


Edited to help every ae. gue 
executive in every de- 3 yt 
partment of the plant.[| “~~ 


Only a publication that is specific- 

ally ally edited to interest the important men in 
the Meat Packing and Allied Industries— 
the men who make the decisions, institute 
the purchases and watch every development 
of the industry—can gain the interest, ac- 
ceptance and confidence of this great in- 
dustry. And that's why only THE NA- 
TIONAL PROVISIONER can do a selling 
job in the meat packing industry. 


Consistent advertising in THE NATIONAL 
PROVISIONER enables you to reach the 


buyers when decisions are being made and 


portance and a value while helping to 
secure a greater care in their opera-| matter how the product may function i ge 
tions from the user. It would seem |in a labor-saving way, its appearance 
that a lesson can be learned from this | must express the idea of easy opera- 
experience for fuller use in machine | tion.” 

equipment in manufacturing plants. | Will Create Sales 


these advantages,” he stated. “No 


Has Proven Profitable | New materials, new machine proc- 
esses and new methods of marketing 
as. Well as new forms and new prices 
each serve artistically to create sales 
and increase industrial developments, 


“If this point of view toward the 
visual aspect of a product has proven 
profitable and effective for the non- 
mechanical consumer, I believe it can 


also be applied in the development of , Mr. Nash pointed out. , 
future factory equipment. Scientific He continued: 

development and contemporary de- “In some instances these develop- 

sign are going to work in closer co-| ments will start within the labora- 

operation in the future. The chang-|tory. My belief is that a large op- 


ing 


consumer desires, and the com-| portunity for development can be in- 
petitive marketing conditions are de- | itiated through the constant and cur- alle 
manding it. The lessons learned from | rent study of consumer trends and CS ee 
the success of contemporary indus- | marketing conditions. a 
trial design for the consumer can be “A product can find its usefulness 


extended into new places when made 
|more attractive or aesthetically fit- 
ting to a wider range of surround- 
ings,” Mr. Nash declared in conclu- 
sion. “Products whose present func- 
tion does not require them to be seen 
or to visual attractiveness 
may unfold new places for usefulness 
and wider markets if made visually 
attractive. One example of this 
treatment is the new attractively de- 
signed furnaces which have replaced 
the old coal furnaces and transformed 


profitably applied in the designing of 
| factory equipment. 

“A well designed proauct pays from 
the moment it is seen by the con- 
sumer on through its life by earning 
and retaining a high regard.” 

In his talk, Mr. Nash outlined the 
trends in modern industrial design | 
with particular reference to the role 
played by the scientific laboratory as 
an important influence in design. 

“While science may prove that time 
clocks, gauges and physical measure- 


possess 


ments in products are labor saving, it | dirty cellars into game rooms. This 
is nevertheless necessary to make) opportunity is open to many other 
their external appearance reflect | products.” 
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THE NATIONAL PROVISIONER saturates 
and penetrates the meat packing, sausage 
manufacturing and rendering plants in the 
industry; gives complete editorial coverage 
of responsible executives in all departments 
of the plant. Renewal percentage tor the 
last half of 1933 reached the high figure of 
88.91°,! 


Provisioner 


ME MAGAZINE OF THE 


reap the benefit of THE NATIONAL PRO- 
VISIONER'S influence on their purchases. 


Meat Packing and Allied Industries 


407 So. Dearborn St. 1031 So. Broadway 300 Madison Ave. 
CHICAGO LOS ANGELES NEW YORK CITY 
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i ising Section for Industrial, Trade & Class Publicati 
A Classified Advertising Section for Industrial, Trade ass Publications 
Baking field. First publication on nine out of ten lists. MIDA'S CRITERION Teztiles Tractors 
Read by ae © a foreign implement import-| pyhlished by the Gillette Publishing Co., Daily a 
ers all over the world. News Bldg., Chicago. Served the liquor and wine TER FARM 1 
BAKERS’ HELPER trades for thirty-five years prior to Prohibition and Fay gene wae, oes Sorren neree =, 131 8. Dearborn St, Chicago. Established 1833. 

830 8. Wells St., Chicago. New York, W. F. Leg- . was the undisputed leader in its field. Mr. Lee W. - 4 ° ; ind oaten ae a * | Por the trade in farm operating equipment, includ- 
tt, 10 EB. 89th St., Caledonia 5-5503 Establishea | Funeral Directors Mida, the son of the original founder, and for many | 9F€@0 of the cotton and woolen Indus | Amer- | ing implements, hardware, tractors, tractor equip- 
1887 The oldest American bakers’ magazine. Edi- years co-publisher with his father, is the present | ica Member A. B. C. Published weekly; issued | ent engines, lubricants and motor trucks. Issued 
terial policy: Aid for bakers in all phases of pro- editor-in-chief. Assisting him are a number of the| Thursday. Last forms close Saturday noon preced- | bi-weekly, Thursday. Closes 10 days preceding. 
duction and ‘business management. Eminent authori- THE CASKET AND SUNNYSIDE old contributors, both in this country and abroad. | ing publication date. Type page, 7x10 inches. | Type page size, 7%,x10%. One-time rate, $129. 
ties on staff. Circulation—87% directly into bak- | 487 Broadway, New York. Established 1871. Old- | Circulation—Complete coverage of the liquor and| ...,dard: one-time page rate, $150; 12-time page | Member A. B. C. ¢ only national paper in the 
qries. Advertising—resultful, reaching major buying | est funeral directors’ and embalmers’ journal in the | wine field, including distilleries, wineries, import- $130: time half-page rate, $80; 12-time | semeral tractor field. Far in the lead on tractor 
power of the industries. Includes most prominent | world, and the only semi-monthly. Carries all news | ers, wholesale liquor and wine dealers, and a select | T#t¢. + one pag Se i, | equipment advertising. Read by all tractor manu- 
advertisers. Reaches bakery buyers at low cost per| pertinent to the profession, exclusive educational | list of outstanding retailers. Weekly news service | half-page rate, $65. Discounts to recognized agents | / turers Has national jobber and distributor cir. 
thousand. Bakery experts analyze and make baking | articles by recognized authorities and special fea- | to advertisers. Due to the ever-increasing activity | furnishing contracts and copy service; circulatio® | .yjation. Dealer circulation covers best tractor ter- 
tests. Isued every other Saturday. Forms close 10 | tures. Its high subscription rate assures @ con- | on the part of the trade rehabilitating plants, buy- | statement furnished on request; subscription price. | ritory. Also issues Tractor Field Book, annual, 
days preceding. Type page, 7x10. Page rate: 26 | stituency composed of the more successful practi- | ing old stocks, equipment, supplies, etc., the pub- $4. July. 
times, $100; 13 times, $110. Half-page rate: 26 | tioners—the best prospects for advertised goods. Its lishers are furnishing advertisers with a weekly tip aie) 
times, $55; 13 times, $62. Subscription, $2 a year. | type page (9%x12% inches) provides 49 square service advising of these activities. 


Member A. B. P. and A. B. C 


BAKERS’ 


830 W. 42nd &t., 
Chas. B. MacDowell 


REVIEW 


New York City; Chicago office, 

manager, 11 8. La Salle St. 
Established 1898. Filled from cover to cover with 
wrief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—over 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
ef a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. Type page, 4%x7. Page rate, 12 
times, $120; half-page. $70; quarter-page, $45 
Member Controlled Circulation Audit. 


BAKERS’ WEEKLY 

45 W. 45th St., New York; Chicago office, 360 N. 
Michigan Ave. Published every Saturday. Subscrip- 
tion, $2 a year. Forms close 10 days in advance 
of publication. Rates: less than three pages used 
within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
Audit Bureau of Circulations and Associated Busi- 
ness Papers, Ine. Largest net paid circulation in 
field, lowest advertising rate per thousand paid sub- 
scribers. Operates completely equipped Experimental 
Bakery and Laboratory in New York headquarters 
with staff of full time chemists and expert bakers. 
Inquiries invited regarding industrial requirements 
and marketability of any product; reports submitted 
without obligation to manufacturers or agencies 


Breweries 


MODERN BREWERY 


Published monthly by Modern Brewery, Inc., 205 E. 
42nd St., New York City. Covers the entire brewing 
and allied industries. A total monthly circulation 
of over 4500. Publishing date, fifteenth of each 
month. Type page 7x10. Rates, 12 pages within 
one year, $100; 8 pages total, $116 per page; 4 
pages, $126 per page, and less than four pages $138 
per page. Advertising copy should be received by 
publishers ten days prior to publication date when 
proof is desired. 


THE WESTERN BREWER, NATIONAL BREWERS’ 
MONTHLY 


(Established 1876), published by H. 8. Rich & 
Co., 431 8. Dearborn 8t., Chicago, Ill. A monthly 
feurnal devoted to the brewing, bottling, malting 
and allied industries. Published the fifteenth of each 
month. Page size, 7x10 inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 
ene time, $60; 12 times, $46; one-quarter page, one 

: times, $25; . one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
eeived five days prior to publication date. 


Voal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, Whitehall Bidg., New York; 201 State 
Theatre Bullding, Pittsburgh; Room 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
@ dominating factor in the trade. Size 

9x13 inches. Page rate, one time, 
rate, $78; half-page, one time, $48; 62 
quarter-page, one time, $26; 52 times, 
Gaturdays. Last forms close Tuesday preceding date 
ef issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 


212 E. Superior 8t., Chicago, Ill, is the Official 
Advertising Medium for dental products and has 
the largest paid circulation of any dental publica- 
tion, Total circulation, 86,752. The Journal is 
issued the first of each month. Forms close first 
ef month prior to publication. Type page, 4%x7% 
inches. Yearly rates: One page, $112.20; half-page. 
$¢..15; quarter-page, $42.50; eighth-page, $28.90. 


Farm Implements 


FARM IMPLEMENT NEWS 
431 8S. Dearborn St., Chicago. For manufacturers, 


jobbers and dealers interested in implements, trac- 
tors and other farm equipment lines. Issued bi- 
weekly, Thursday. Closes 7 days preceding. Type 
page, 7%, x10%. One-time page rate, $120. em - 
ber A. B. C. Issues Buyers’ Guide to Farm Imple- 
ments, annual directory. Also the Tractor Field 
Book, issued annually in July. Recognized national 


paper of this field. Established 1882; oldest in the 


TRADE MARK REG US PAT OF 


inches more display space than that of contemporary 
journals, assuring economy in space buying without 
sacrifice of display. Published lst and 15th. Forms 
close two weeks in advance. Page, $125; half-page, 
$75; quarter-page, $43.75; elghth-page, $25. Yearly 
discounts: 24 times, 20%; 12 times, 10%; 6 times, 
5%. Agency discount, 10%. Subscription, $5. 
Member of Audit Bureau of Circulations. 


Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 


332 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established 1898); American Ele- 
rator & Grain Trade (established 1882); Grain 
World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and processing of grain field and 
for the grinding ard mixing of feeds. 


Hotels 


THE HOTEL MONTHLY 
950 Merchandise Mart, Chieago. Published 15th 


of month. Forms close Ist of month. Type page, 
7x10. One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, gency dis 


count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 
ber A. B. C. and A. B. P. Write for Audit Bu- 
reau of Circulations’ John Willy, Inc., 
publisher. 


statement. 


Industrial 


MANUFACTURERS RECORD 


Baltimore, Md. For 52 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. e- 
time page rate, $126; 48-page rate, $96; 12-page 
rate, $112. No commissions. Subscription price, 
$2. Distribution, 8,000 coples monthly, of which 
85% are South. Reaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 
$10. Member A. B. C. Branch offices: New York, 
Chicago. 


Insurance 


THE NATIONAL UNDERWRITER-ROUGH 
NOTES GROUP 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
United States. Largest insurance publishing organ- 
ization in the world, Several memberships in A. 
B. C., A. B. P. and National Publishers’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San Francisco. 


Liquors and Wines 


BOWNE’'S WINES & SPIRITS 


Published monthly by Modern Distillery, Inc., 205 
E. 42nd St.. New York City. Covers the entire 
liquor and wine industries, Publishing date, tenth 
of each month. Type size 7x10 Rates, 12 pages 
within one year $100; 8 pages total, $116 per page; 
4 pages, $126 per page, and less than four pages 
$138 per page. Advertising copy should be received 
by publishers ten days prior to publication date 
when proof is desired. Horace I. Bowne, the editor- 
in-chief, was before prohibition, vice-president, gen- 
eral manager and editor of the oldest and largest 
wine and liquor magazine in the United States. For 
all advertisers, the publishers issue a weekly news 


and tip service. 


cono-porint 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 


saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


e 
Write or phone 


us for samples 


and information about Econo-print 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE—CHICAGO 
Telephone Calumet 7200 


Lumber 


AMERICAN LUMBERMAN 


431 8. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a _ principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


Milk 


MILK PLANT MONTHLY 
327 8. La Salle St., Chicago. Covers 
industry, Read by milk plant owners, 
scientific and technical staff, managers, 
lished on the Sth. Forms close 15th preceding 
Type page size, 7%x10 Subscription, $2. For- 
eign and Canada, $3. Member A. B. C. Agency 
commission, 15%, when Lills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


fluid milk 
executives, 
etc. Pub- 


Paper 


ENVELOPE & SPECIALTY PAPER 


‘ INDUSTRY 
185 N. Wabash Ave., Chicago. 


Purchasing 


MACRAE'S BLUE BOOK 


(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, publie utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, ete. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 
Dact. Pages, $375; half, $225; quarter, $125. An- 
oually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 


Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 
Singer Bidg. Founded 1891. 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 39 national, sectional and 
state trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating eéngineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 
Type page. 7%xl10% inches. Circulation sworn, 
net paid, 5,743. Subscription price, $3 per annum. 


520 
Published monthiy 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance market. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Il. 


Seed 


SEED WORLD 


325 W. Huron St., Chicago, Ill. Consider the seed 
trade and associate lines, serving more than forty-one 
million customers, farmers and suburbanites. Seed 
World reaches retail, wholesale and mail order seed 
merchants, florists, nurserymen, hardware, drug and 
other dealer trade catering to agricultural and horti- 
cultural requirements. Seed World reader survey 
shows this to be an annual hundred million dollar 
market. For illustration—fungicides and insecticides 
sales per year alone amount to $7,200,000. Publish- 
ing staff includes agricultural college graduates with 
U.S. Department of Agriculture training, and men 
of practical business experience in their respective 
tines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. One-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement anu 
copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 


(International Technical Journal.) 185 N. Wabash 
Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual equipment 
expenditure approximately billion dollars. Much of for- 
eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 
mercial men, superintendents, engineers, plant men, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on reauest. 


TELEPHONY 


Published every week on Saturday by Telephony 
Publishing Corporation, 608 S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone Industry's news and articles on plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers. engineers. 
plant men, chief operators, wire chiefs and linemen. 
Subscription. $3 per year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inde- 
pendent companies, 4,947. All regular advertisers 
are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates 
sample copy and breakdown circulation statemen' 
on request. 


Classified 
Advertising 


POSITION WANTED in trade 
paper magazine or house organ work. 
Secretarial, editorial, or promotion. 
Experienced and widely acquainted 
among manufacturing groups. Salary 
open. Box 1260, CLAss & INDUSTRIAL 
MARKETING, 


EXPERIENCED INDUSTRIAL EDI- 
TOR OPEN FOR ENGAGEMENT 
Thirty years experience as trade 

journal editor, agency executive, in- 

dustrial advertising manager, mer- 
chandising counselor and house or- 
gan editor. 

My most familiar fields are agri- 
cultural implements, heavy iron and 
steel, alloy steels, machine tools, 
foundry equipment, soda fountains, 
tavern and restaurant equipment. 
soft drinks, bottling machinery; sand 
blast equipment and supplies, weld- 
ing and brazing equipment and sup- 
plies, cash registers, laundry machin- 
ery and supplies. 

Thorough understanding of adver- 
tising will enable me to cooperate 
with the management in promoting 
advertising. 

Have a style that makes friendly 
readers and builds circulation. Am 
also at home on the platform, as I 
have addressed scores of audiences 
as a champion of class journals. 

Will go anywhere at my own ex- 
pense, but prefer New York or the 
East—or, better still, the Pacific 
Coast. 

R. R. SHUMAN, 
care Lake Shore Athletic Club, 
Chicago, Illinois. 


expositions 


May 7-11. American Mining Con- 
gress, at Cincinnati, Ohio. J. F. 
Callbreath, secretary, Munsey Bldg., 
Washington, D. C. 


May 12-19. Eighth International 
Petroleum Exposition, at Tulsa, Okla. 
William B. Way, general manager. 

May 28-3 National 
of Master Plumbers, at 
Bldg., Washington, D. C. 


May 28 week. Heating, Piping & 
Air Conditioning Contractors Na- 
tional Association, at Atlantic City, 
N. J. J. Fitts, secretary, 1250 Sixth 
Ave., New York. 

June 20-22. American Society of 
Refrigerating Engineers, at Skytop, 
Pa. D. Fiske, secretary, 37 West 
39th St., New York. 

June 25-29. American Society for 
Testing Materials, at Atlantic City, 
N. J. C. L. Warwick, secretary, 260 
S. Broad St., Philadelphia, Pa. 

Sept. 24-28. American 
Association, at Municipal 
torium, Philadelphia, Pa. 

Oct. 1-5. National Metal Congress 
and Exposition, at Port of Authority 
Bldg., New York. 

Oct, 8-12. Third American Exposi- 
tion of Brewing Machinery, Ma- 
terials and Products, at Grand Cen- 
tral Palace, New York. 

Oct 15-20. Dairy Industries Ex- 
position, at Cleveland, Ohio. 

Oct. 15-20. Eleventh Southern Tex- 
tile Exposition, at Textile Hall, 
Greenville, S. C. 


Association 
Shoreham 


Hospital 
Audi- 


Rotogravure Shows 
Pumpcrete at Work 


Chain Belt Company, Milwaukee, 
has issued a rotogravure book of 24 
pages showing the Rex Pumpcrete in 
action in all parts of the country 

The book provides visual evidence 
of the remarkable growth of the idea 
of pumping concrete, which has been 
one of the outstanding developments 
in the construction industry during 
the last year. 


Eckel Is Promoted 


Joseph C. Eckel has been appointed 
assistant general manager of sales 
of the American Sheet & Tin Plate 
Company, Pittsburgh. He has been 
with the company for 25 years. 


Give the 
Advertising 
Manager 

a chance 


Many an advertising manager 
is only half as useful as he could 
be. Most advertising managers can 
do bigger things than they are doing. 
They can’t fully develop themselves or 
their employers’ opportunities as long 
as they have to carry the whole burden 
of planning, executing, producing and 
all the details of advertising. 


Coupled with the right outside adver- 
tising service organization, the adver- 
tising manager can develop new ideas 
and methods and have time for more 
effective sales-promotion activities 
The employer's gain is often man) 
times the cost of the agency service 
the advertising manager’s reward 18 
increased opportunity to grow with! 
his Own company. 


We know, because we have a numbe! 
of clients who employ advertising ma" 
agers. We've seen our cooperatic 
explode the theory of “taking the a 
vertising manager's job”; we've Se 
it expand his opportunities to do mer 
important work. We'll be pleased 
show you how these contacts work o" 
where we are employed. 


o. S. TYSON 

AND COMPANY, Ine: 

CLASS & INDUSTRIAL 
ADVERTISING 


New York, 
N.Y. 


230 Park 
Avenue 


Member A. A. A. A. D 
TYSON-RUMRILL ASSOCIATE? , 
| 41 Chestnut St., Rochester, = 
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OF PUBLISHERS 


(Continued from Page 1) 
contract for larger space, longer 
_ upon a rate-holder basis, on a 
and advance basis, or those that 
used the same space in a publi- 
n uninterruptedly for a consid- 
e term of years. It is utterly 
i! ssible to describe here all such 
c] fications. One may generalize, 

ver, by saying that a publisher 
- be abiding by the provisions of 

ode and of the Act if he refuses 
ant special terms, conditions and 
services except under such circum- 
tances: 


Rule on Exceptions 


That classes are established as 

a ult of trade customs and logical 
business considerations. 

That every customer has ample 

opportunity to obtain information as 

most favorable rate for the 

space and service that he uses. Pub- 

must transmit such informa- 

ind give such public notice by 

the proper facts on rate 

and including such information 

in data filed with the Code Authority 

data released for publication in 


to the 


reference works and directories re- 
lied npon by advertisers as sources of 
data 

That no concession, allowance 
or serviee, direct or indirect, is 


granted any customer except in full 
accordance with published data set- 
ting forth terms and conditions. 

61. Q. Would advertisers and agen- 

construed to be customers 
within the same class? 

A. For the publication which pays 
no commission, yes. For the publica- 
tion which does pay commission, 
duly qualified and recognized agen- 
cies are generally accepted to consti- 
class, earning a commission 
not extended to advertisers who place 


cies be 


tute a 


In One Year 


ADVERTISING 
in MACHINERY 


Has Increased 


173% 


From 45 Pages in May, 1933 
To 124 Pages in May, 1934 


There’s a Reason! 


MACHINERY 


DESIGN-CONSTRUCTION-OPERATION 
'48 Lafayette St., New York, N. Y. 


business directly. It is important in 
this connection to bear in mind that 
the payment of commission to an 
alleged agency, the status of which is 
in doubt, may constitute discrimina- 
tion as defined above. 


63. Q. Does the Code bar rebates or 
allowances? 


A. Not if they would be extended 
under the same conditions to any 
other customers of the same class. 

64. Q. Does the Code dictate terms 
of credit? 

Ruling on Credits 


A. It does not at this stage and it 
is expected terms of credit will follow 
those stated upon any quotation or 
rate cards made effective by the pub- 
lisher and will be in complete con- 
formity with credit contracts as made 
clear in the data to be called for and 
submitted to headquarters of the 
Code Authority. 


65. Q. What are “special services’? 

A. Special services, the offering of 
which to some advertisers without of- 
fering them uniformly to all adver- 
tisers of the same class would consti- 
tute discrimination. Some such serv- 
ices are: 

1. Subscription lists or parts there- 
of; 2, lists—other lists or directories; 
3, market services of any kind; 4, 
free copy services; 5, proofs; 6, re- 
prints; 7, cuts; 8, repair of cuts dam- 
aged in transit; 9, editorial publicity 
or reading notices; 10, free listings 
in classified section; 11, research and 
market studies; 12, credit services on 
concerns with which advertisers 
deal; 13, translations of foreign copy; 
14, use of the publishers’ representa- 
tives to sell or directly to promote 
the advertisers’ wares; 15, free copies 
of the periodical. 


All Not Specified 


This group of 15 services does not 
necessarily constitute all services, 
the offering of which to some adver- 
tisers within a class but not to all 
within that class would constitute 
discrimination. Any services or any 
special inducement granted under 
any conditions as a premium in- 
tended to obtain business would fall 
in the same class. 

67. Q. Does this provision prevent 
the giving of money or gifts of in- 
trinsic value to certain advertisers 
or prospective advertisers as a part 
of the price paid directly or indirect- 
ly for business? 

A. Yes. 


68. Q. Does extensive entertain- 
ment constitute commercial bribery? 

A. Entertainment over and above 
that ordinarily accepted as in con- 
formity with established trade cus- 
tom may, under certain circum- 
stances, constitute commercial 
bribery. 


Goulds Pumps to Tyson 

Tyson - Rumrill Associated, 
Rochester branch of O. S. Tyson and 
Company, Inc., New York advertis- 
ing agency, will direct the advertis- 
ing of Goulds Pumps, Ine., Seneca 
Falls, N. Y. The new campaign will 
start in June in industrial and trade 
publications and will be handled 
under the direction of C. L. Rumrill, 
vice-president of the Tyson organiza- 
tion in charge of their Rochester 
office. 


NEW 


BAKING INDUSTRY BLUE BOOK 


An auxiliary service for BAKERS’ HELPER adver- 
tisers listing over 5,000 bakers with the following in- 
formation on most of them: 

1. The date established. 


2. The name of the manager or owner. 
3. The number of trucks operated. 


330 So. Wells St. 


5. The types of goods baked. 

i. Number of employees producing and selling. 

. Method of distribution, whether wholesale, 
retail or house-to-house. 

8. Annual gross sales. 


A section, the Group List, covers baking organiza- 
tions having central 
various cities. 
of plants. 
Corrections and additions are mailed regularly to be 
bound into the loose-leaf Blue Book. 
ally adds to its value. 
dollar baking 
Industry Blue Book to advantage. Write for sample 
page and further information. 


3 
4. The number and type of ovens used. 
5 
6 
7 


buying offices and plants in 
Officers are listed as well as locations 


This continu- 
In selling the 1% billion 
industry you can use this Baking 


BAKERSHELPER 


YE MAGAZINE ¢ BAKERY PRACTICE #y MANAGEMENT 


qty 
Helping Bakers Since 1887 


Chicago, Ill. 


Eastern Advertising Representative 
Mr. W. F. Leggett, 10 East 39th St., New York 


Caledonia 5-5503 


GOODYEAR TIRES 
IN INDUSTRIALS 


(Continued from Page 1) 
developed into leaders in their re- 
spective fields. 

Contained in the presentation were 
the familiar covers of such papers 
as Fire Engineering, Pit and Quarry, 
Railway Age, Farm Implement News, 
Bus Transportation, Mill Supplies, 
Milk Plant Monthly, and Distribution 
and Warehousing. Two others which 
Goodyear classified as general mag- 
azines, but which are frequently de- 
scribed as business papers are Busi- 
ness Week and Nation's Business. 

While the new campaign is built 
primarily around truck and automo- 
bile tires, it is also designed to give 
impetus to sales of bicycle tires and 
to the company’s line of mechanical 
rubber goods, as well as airplane 
tires. 

Reaching All Markets 


Other papers on the list include 
such well known publications as Aero 
Digest, American Builder and Build- 
ing Age, American Pressman, Auto- 
motive Daily News, Automobile Top- 


ics, Aviation, Bakers’ Weekly, 


“— and Electrical World. 


and Shoe Recorder, Canning Age, Coal 


tor and Publisher, Electrical Con- 

Some of these are used to enlist 
dealer support; 
way for actual sales in fields which 
are large users of trucks and tires. 
| This is true also of the copy to run 
‘in Engineering News-Record, 
Industries, Golfdom, Hardware Age, 
Implement and Tractor Trade Jour- 
nal, Laundry Age, Mill and Factory, 
The Motorcyclist, Motor Transporta- 
tion and National Petroleum 


Treats Special Problems 


The business paper list, in which 
each publication will carry copy 
written around the special problems 
of its field, is completed by The Na- 
tional Provisioner, Oil and Gas Jour- 
nal, Paper Trade Journal, Povwer, 
Power Wagon, Printing and Equip- 


Boot | 
Ledger, 
Age, Commercial Car Journal, Com- | 
_ pressed Air Magazine, Cotton, Edi- 


others to pave the| 


Food | 


News. | 


ment Bngineer, Public Works, Retail 
Shoe Repair Service, The 
Shoemaker, Southern Automotive 
Journal, Textile Bulletin, Technol- 
ogy Review, Tires, Transit Journal, 
U. S. Air Services, West Coast Lum- 
berman and Western Truck Owner. 


N.1.A.A. Issues Letter to 
Foster Closer Relationship 


The first release of a monthly news 
letter to members of the National In- 
dustrial Advertisers Association, 
which is to serve as a medium for all 
members to express their ideas to 
one another, was made last month 
by Glenn H, Eddy from Mansfield, O. 

The contents of the letter, to a 
great extent, will be of a personal na- 
ture and will seek to promote closer 
relationship between members and 
the exchange of progress reports on 
the activities of the various chapters. 

Substantial approval of the service 


|} has been expressed by members, and 
| Mr. Eddy is receiving an amount of 
creditable material for the next issue. 


Specialists in Sales Promotion of 
549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Electrical & Mechanical Products 
Chicago, III. 


“THE FIVE ROLLS A MONTH” 


The Mystery of 


—a business thriller! 


Five rolls a month—some- 


times more—never less—were mysteriously being sold from 
the shelves of a dealer in farm equipment. 


Five rolls of a special type of building paper ordinarily 
used for construction purposes sold where there was no con- 
struction! 


What was the answer? 


A trusty gumshoe man from Russell T. Gray girded on 
his sales shooting “gat” and departed for Kansas. 


But, seriously—the result was a brand new sales field for 


an aggressive client—a farm market with new uses never even 
suspected. 


The collection of information, 


the development of new 


markets, the search for broader fields of selling—these are 
part of the service of Russell T. Gray. Broad contacts, ac- 
quaintanceships with dealers throughout the country put us 
in position to offer real help. 


direct-by-mail problems! 


You have sales problems! 


You have copy, layout and 
Our best recommendation is the 


concerns we are serving. We would like to put you in touch 
with them. There is no obligation in asking. 


RUSSELL T. GRAY, Inc. 


205 W. Wacker Drive 


Chicago, Illinois 
Telephone Central 7750 
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In 50th Year; 
Whiting Tells 
Story of Fire 


Chicago, May 3.—This is the golden 
anniversary year of the Whiting Cor 
poration, manufacturer of cranes, 
foundry and power house equipment, 
and railway specialties, and is being 
emphasized with a gold and black 
logotype stating “Golden Annivers- 
ary, 50 Years of Progress, 1884-1934,” 
which appears on all the company’s 
stationery and sales literature. 

It also occupies a prominent posi- 
tion on the front of three house pub- 
lications issued by the company, 
“Whiting Founder,” “Crane Engi- 
neering Illustrated,” and “The Whit- 
ing Limited.” 

The thought 
invoices, vouchers, quotations, and 
other miscellaneous forms going to 
customers and prospects by the use 
of a gold sticker declaring “50th An- 
niversary, Half a Century of Prog- 
ress.” Industrial paper advertising 
also carries the statement, 

The company’s’ industrial 
campaign now appearing in 
and Power Plant Engineering is de- 
voted to its combustion equipment. 
As an attention getter the copy is 
carrying a series of legends 
the story of fire down 
ages. 

The April insertion showed a Per- 


paper 
Power 


through the 


sian throwing a stone at a huge 
dragon, and copy explained as _ fol- 
lows: 

“A Persian legend relates how a 


powerful hero hurled a large stone 


is also carried on all 


telling | 


Ye 


FIIRE - vows Through the Ages 
_ . or gt 


aed Os. < 
NOW . - the Keystone 


of firing efficiency 
is mechanical firing 
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WHITING POWER HOUSE EQUIPMENT 


Legends about fire are used to draw at- 
tention to the Whiting Corporation 
campaign in power publications. 


at a dragon, which, evaded by the 
monster, struck a rock and was 
splintered by it. Light shown from 
the dark pebble, the heart of the rock 
flashed out in glory, and fire was 
seen for the first time in the world.” 
The main headline following says: 
“NOW-—the Keystone of firing effi- 
ciency is mechanical firing,” and the 
copy states that during the past 50 
Whiting power house equip- 
ment has been the keystone of many 
outstanding installations. 


vears 


A. DeYoung, advertising manager, 
stated that the copy treatment is 
getting favorable attention and pro- 
ducing satisfactorily. 


|cates the progress of the company’s 


}equipment during the last six years. 


NOW. 


veloped as a compen- 
sating factor for today’s busi- 
ness conditions—the design- 
ing and developing and 
applying of the mechanical 
apparatus of the future will 
call for more engineering 
endeavor than ever, thus 
placing more responsibility 
on the mechanical engineers 
and engineer-executives. 
Their activities cover practi- 
cally every phase of industry 
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29 West 39th Street . 


For Straighter Aiming 
at the Vital Factors 


HETHER or not a new brand of economics must be de- 


—from the creation of power to its ultimate utilization and 


the Mechanical Catalog appears annually—in October. 


It will pay you to carefully consider the merits of these two 
publications in completing your 1934 advertising budget. 
Shall we send you complete information? 


THE AMERICAN SOCIETY OF 
MECHANICAL ENGINEERS 


all the mechanics and engi- 


neering management that 
comes in between. 
EACHING those vital 


factors in industry at large 
is the function of MECHANI- 
CAL ENGINEERING and the 
MECHANICAL CATALOG— 
two publications which will 
make your advertising dollar 
go far. Mechanical Engi- 
neering is published monthly, 


New York, N. Y. 


; ture 


NEW LINK-BELT 
CATALOG GETS 


WARM WELCOME 


First List Price Book Put 
Out in Six Years | 


Chicago, May 3.—New catalogs are 
as welcome now as the proverbial | 
flowers in May, if the reception ac- 
corded the new Link-Belt catalog is | 
any indication. No sooner was it is- 
sued last month than orders came 
into the sales department marked: 
“As per catalog No. 600,” the serial 
of the new 1024 page volume. 

It is the first completely revised 
general list price catalog issued by 
the Link-Belt Company since 1928, 
and, as a good catalog should, it indi- 


business and the improvements it 
has made in the art of materials 
handling and power’ transmission 


The first general catalog published 
by the company was issued in 1879. 
Though smaller books and folders 
were published before this time, that 
was really its first catalog. General 
catalogs since that time have been 
issued at varying intervals, with nu- 
merous books on special subjects in 
between. 
Includes Thousand Items 

The problem in compiling catalog 
No. 600, as explained by Julius S. 
Holl, advertising manager, was to 
keep the total number of pages about 
the same as in the previous book, 
which numbered 1088, without sacri- 
ficing important data on the 40 or 
more different groups, and the thou- 
sand items which comprise the line. 

This was accomplished by illustrat- 
ing in the forepart of the volume 164 
major products with proper’ con- 
densed descriptive matter, so as to 
acquaint the customer or prospect 
with many of its products which 
could not otherwise be more fully set 
forth and at the same time giving 
him a bird’s eye view of the breadth 
of the Link-Belt line. This section 
was printed in two colors, black and | 
Persian orange. 

The foreword refers to the book as 
a “Handbook of Practical Information 
on Link-Belt Cost-Reducing Machin- 
ery, for the mechanical conveying and 
preparation of materials, and the 
transmission of power.” It gives such 
engineering and dimensional data as 
should prove useful to the designing 
engineer and buyer alike. Standard- 
ized tables of engineering data are 
also included in the back section, 
making it a practical reference book 
as well. 

Uses Special Paper 


A special 52-pound India tint en- 
amel paper supplied by Dill & Collins 
used. 


was The composition was 
monotype done by Arkin Typogra- 
phers, Inc., the heads being in Ka- 


bel, the description matter in Book- 
man, and the tabular matter in Cen- 
tury light and bold. The page size 
is 6x9 inches. 

The printing was done in black ink 
by The Rogerson Press from plates 
by the Globe Engraving & Electrotype 
Company, Simpson Bevans & Co., and 
Blomgren Bros. & Co. 

The cover of the book is of red 
Fabrikoid, with the Link-Belt signa- 
stamped on showing a silver 
background with red letters. This 
work was done by the binders, Brock 
& Rankin. 

The catalog was 
sales division in loose leaf form in 
Wilson-Jones binders, accompanied 
by a 130-page discount sheet and pric- 
ing book, 8'4x11 inches in size, and 
‘similarly bound. The unusual pric- 
ing book was made necessary by the 
fact that the company operates under 
14 separate codes, and the extensive 
reference is provided to aid the sales 
department to comply with the many 
fair trade practice requirements it 


supplied to the 


must observe. 
| The press run on the new catalog 
a 35,000 copies. In addition to 


Lt &-+ NED 


The color scheme of the cover is bril- 
liant red and silver. 


distributed in Canada from plates 
sent from here with alterations made 
to take care of variations in list 
prices, and in the products made in 
the company’s Toronto plant. 

A Big Mailing Job 

The mailing of the catalog was a 
real problem because of its 3-lb. 12-o0z. 
weight. Mailing lists were developed 
by the plants and branch offices, and 
submitted to the advertising depart- 
ment where they were checked. La- 
bels were typed and delivered to the 
International Forwarding Company, 
who took care of the zoning, labeling 
and mailing. 

The catalogs were packed in mail- 
ing cartons supplied by the Con- 
tainer Corporation of America and 
were mailed only in the first and sec- 
ond zones, going at the four-pound 
rate. They were shipped by freight 
to other distributing points to keep 


—— 


postage charges at a minimum. Post. 
age was prepaid by permit, eliminat. 
ing unnecessary labor. 


Uses Acknowledgment Card 


The initial distribution ran to 29. 
000, but the supply is rapidly dimip. 
ishing under the flood of requests for 
additional copies. To avoid the cog; 
of sending out separate letters to cys. 
tomers advising them that the ney 
catalog was being forwarded to them. 
|a card was enclosed with the catalog 
which served as an announcement 
and acknowledgment card. Another 
section of the card took care of his 
requirements in case a customer (de. 
sired additional copies for his oy. 
| ganization. 

An interesting phase of this huge 
job was the planning required to pro. 
duce a catalog of this size, and the 
appropriation for it. The =  actua) 
work started back in 1930, and like. 
| wise, the appropriation was assesse 
over the same period, and will cop. 
tinue through the current year, Mr. 
Holl explained. 
| “It seems like old times to receive 
such a complete and beautiful cata. 
log as this,” said one of the hundreds 
of comments being received. 


Data on Silver Included 
in New “Metal Statistics” 


Owing to the widespread interest jp 
the silver question, new data cover. 
ing production, consumption, im- 
ports, and prices of the metal has 
been 27 


added to the 27th annual edi- 
|tion of “Metal Statistics,” just issued 
|by the American Metal Market. Sey- 
eral additions have also been made 
pon economic subjects which are pre- 
‘sented in a section of the book. 

| Other data contained in the volume 
| is a record of the production, con- 
/sumption, imports, exports, stocks, 
|price fluctuations and _ averages 
|(monthly and annually), data on 
various brands, analyses, trade terms, 
custom duties, ete., applying to fin- 
|ished and semi-finished ferrous and 
|non-ferrous metal products, as well 
las raw materials. 


past 6 years. 


But no catalog no matter 


solve them. 


WHO PRINTED YOUR CATALOG? 


The Link-Belt Company is now sending out the 
most complete catalog they have published for the 


We printed it, and the job was no easy task. 


nical can stop us from producing a satisfactory job. 


Let us know your printing worries and we will 


THE ROGERSON PRESS 


109 N. Wacker Drive 


Chicago, Ill. 
Telephone Franklin 3836 


how complicated or tech- 


THE 


BOOK 
BINDING 


GIVES THE 


FIRST 


IMPRESSION 


The new Link-Belt Catalog prop- 
erly represents its great organiza- 
tion when no other salesman is 
present. In this, the dignity and 
modern utility of its binding plays 
no small part. Dummies. Helpful 
recommendations when desired. 
Estimates based on current costs. 


BROCK & 


INCORPPORATED 


CHICAGO 
43 Years of Commercial Book Craft 


619 South La Salle Street 


| this, 6,000 books will be printed and 


Part Se 


el ee ee 


RAN KIN 


Phone Harrison 0429 
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